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•  Television  on  all  areas. 

•  No.  1  in  1984  London  test  market. 


Your  first  choice  antihistamine. 

A  detailed  Pharmacist  Information  Guide  is  available,  on  request. 


Interorc  Product- Ltd 
Wokingham,  Berks 


Now  there's 
1,000,006  reasons 

to  stock 
more  Sensodyne 
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STARTS  JUNE  3RD 


Last  year's  amazing  TV  success! 

Search  sales  rose  by  a  staggering  30 
throughout  1984.  And  the  entire  Sensodyne 
Toothbrush  range  shared  in  the  success. 


,1,009?: 


This  year's  £1  million  cam- 
paign will  bring  even  more 
profits.  Sensodyne  Toothbmshes 
have  an  unequalled  growth  record 
oyer  many  years  - 1985 
will  show  more 


growth  and 
profits. 


Sensodyne 
Search  is  the  fastest 
growing  premium 
priced  brand. 

This  means  more  and  more 
sales  and  big  profits  on 
every  sale! 


Sensodyne  is  the  biggest 
advertiser  to  Dentists. 

Independent  research  proves  that  Dentists 
prefer  the  design  of  Sensodyne  Search  to 
other  recently  launched  toothbrushes. 


Sensodyne  has  the  most  comprehensive 
family  range.  There's  a  toothbrush  to  meet 
the  needs  of  ALL  your  customers. 

00,006  You  can  take  the  fiill  benefit  from  our  pre-TV 
$P-        bonus  deals  and  free  display  stands.  Act  now. 
Contact  your  Stafford-Miller  representative  or  ring  Hatfield  61151. 

Sensodyne  Toothbrushes 

Bigger  Sales  for  Bigger  Profits. 
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COMMENT 


Another  wholesaler  convention 
has  come  and  gone  with  the 
customary  mix  of  business  and 
pleasure.  The  Numark  Convention 
in  Palma,  Majorca  was  significant  in  that  it 
provided  the  opportunity  for  wholesalers, 
manufacturers  and  retailers  to  say  a  farewell  to 
the  founder  of  pharmacy  voluntary  trading, 
Arthur  Trotman,  and  to  meet  ICML's  new  chief 
executive,  Trevor  Dixon. 

ICML  and  Numark  have  grown  strong  under 
the  leadership  of  Arthur  Trotman  and  his  able 
staff.  ICML  led  the  way  in  providing  pharmacists 
with  the  buying  muscle  and  a  marketing  platform 
to  compete,  first  with  the  supermarkets  and 
Boots,  and  then  with  the  drug  stores.  His 
successor,  Trevor  Dixon,  set  out  ICML's  plans  to 
build  on  this  sound  base  and  to  strengthen  the 
Numark  identity  in  member  pharmacies. 

Being  identified  as  a  Numark,  a  Vantage  or  a 
Unichem  chemist  may  be  distasteful  to  some 
pharmacists  —  it  has  a  strong  echo  of  the  grocery 
roots  of  the  voluntary  trading  principle  —  but  the 
aim  of  both  grocer  and  pharmacist  is  to  "sell 
through".  The  mix  of  professional  pharmacy  and 
retailing  professional  that  is  the  bread  and  butter 
of  community  pharmacy,  will  continue  to  be  a 
reality  for  the  foreseeable  future,  unless  the  new 
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contract  contains  an  unexpected  panacea. 

So,  as  the  wholesalers  perfect  their  marketing 
plans  —  Numark  with  their  "Winning  lines", 
Vestric  with  their  "Lifestyle"  and  "First  Lady" 
promotions  and  Unichem  with  their  "Classic 
winners"  —  it  becomes  more  difficult  for  the 
pharmacist  to  ignore  them.  Those  promotions 
that  are  nationally  advertised,  together  with  the 
various  own-label  brands,  draw  the  consumer  to 
the  shop  which  identifies  with  the  particular 
message  and  product. 

Elida  Gibbs  national  accounts  controller  Jill 
Winter  told  the  Numark  Convention:  "Stocking 
mass  market  brands  builds  store  traffic.  Stocking 
premium  (own-label)  brands  is  what 
differentiates  chemists  from  the  drugstore  or  the 
multiple  grocer."  (Apart  from  his  running  a 
pharmacy,  that  is.) 

The  degree  to  which  the  individual  pharmacy 
identifies  with  his  chosen  wholesale  group  is  a 
matter  of  preference  —  some  may  choose  to 
install  a  full  fascia,  others  just  shelf  barkers  and 
POS  aids.  But,  as  the  groups  get  stronger  the 
pressure  for  total  commitment  will  increase. 
What  is  clear  is  that  these  groups 
help  rather  than  hinder  the 
pharmacist  to  become  a  better 
retailing  professional. 
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List  prophets  of 
doom  confounded 


DHSS  outlaws  'rubber 
stamp'  prescriptions 

The  Department  of  Health  has  acted  to  close  a  loophole  in  the 
limited  list.  Prescriptions  for  lists  of  ingredients,  to  he 
dispensed  as  scheduled  branded  products,  are  to  be 
disallowed  from  May  1 .  The  ruling  effectively  bans  'rubber 
stamp'  scripts  and  means  GPs  cannot  use  the  loophole  to 
prescribe  blacklist  medicines  'generically'  for  genuinely 
disadvantaged  patients. 


Pharmacists  who  have  dispensed  invalid 
prescriptions  in  good  faith  will  not  be 
penalised,  Minister  for  Health  Kenneth 
Clarke  said  in  the  Commons  last  week, 
announcing  the  measure. 

A  small  number  of  GPs  were 
attempting  to  evade  the  limited  list,  he 
said,  and  they  were  being  encouraged  by 
certain  pharmaceutical  companies  in 
attempts  to  get  scheduled  drugs  dispensed 
at  NHS  expense. 

"One  company  has  even  gone  so  far  as 
to  make  available  rubber  stamps  listing  the 
generic  ingredients  of  a  scheduled 
proprietary  painkiller.  The  use  of  such 
prescriptions  by  formula  is,  however 
insufficient  to  achieve  the  intended  result." 

Action  will  be  taken  against  any  doctor 
or  pharmacist  who  continues  to  try  and 
evade  the  Regulations  for  the  benefit  of 
pharmaceutical  companies  at  public 
expense,  said  Mr  Clarke. 

The  DHSS  has  been  taking  legal 
advice  on  whether  pharmacists  may 
dispense  and  be  re-imbursed  for  a 
blacklist  medicine  against  a  prescription 
listing  that  medicine's  ingredients.  The 
result  was  conveyed  to  the  Pharmaceutical 
Services  Negotiating  Committee  this  week. 

The  NHS  (General  Medical  and 
Pharmaceutical  Services)  Regulations 
1974  allow  substitution  of  a  scheduled 
drug  only  for  one  ordered  by  "a  non- 
proprietary name".  This  term  is  not  defined 
in  the  Regulations,  but  it  is  defined  in  the 
labelling  Regulations  in  the  Medicines 
Act,  says  the  Department. 

Essentially,  a  non-proprietary  name 
means  an  entry  in  a  national  or 
international  pharmacopoeia  or  formulary, 
or  the  recognised  scientific  name  of  a 
chemical.  "Our  advice  is  that  we  may 
reasonably  import  this  definition  into  the 
interpretation  of  the  GMPS  Regulations." 

The  definition  allows  substitution  in 
cases  where  the  selected  list  includes  a 
generic  drug  that  is  currently  only 
available  as  a  proprietary,  because  those 
particular  combinations  are  listed  in  the 


BNF  or  the  Dental  Practitioners'  Formulary 
and  are  therefore  "names",  the  DHSS 
maintains.  But  it  does  not  cover  lists  of 
ingredients  that  are  not  single  entries  in 
standard  reference  works.  Such  lists  are 
not  "names"  and  no  substitution  may  be 
made. 

The  Prescription  Pricing  Authority, 
doctors  and  pharmaceutical  companies 
have  been  informed  of  the  Government's 
decision.  Contractors  will  be  informed  in 
due  course  in  an  FPN.  In  the  interim 
period,  if  any  contractor  is  not  reimbursed 
correctly  they  are  asked  to  contact  PSNC, 
who  will  take  up  their  case. 

PSNC  were  not  consulted  on  the  move. 
Chief  executive  Alan  Smith  told  C&D: 
"Writing  out  a  formula  in  long  hand  gave  a 
degree  of  flexibility  to  the  system  for  truly 
disadvantaged  patients.  Because  of  abuse, 
by  the  production  of  rubber  stamps,  and 
because  some  GPs  have  been  using 
carbon  copies  of  a  formula,  the  activities  of 
a  minority  have  closed  a  valuable 
loophole." 

However,  a  legal  opinion  suggests  the 
Department's  edict  would  be  on  shaky 
ground  if  challenged  in  the  courts. 
Generally,  a  definition  is  included  in  any 
legislation.  If  there  is  no  definition,  then 
the  interpretation  is  that  placed  upon  it  by 
normal  usage.  The  DHSS  has  transferred  a 
definition  from  one  statute  to  another. 


'Heal  thyself 

Holidaymakers  in  South  Devon  are  to  be 
encouraged  to  treat  themselves  if  they  have 
minor  ailments  instead  of  going  to  the 
hospital  casualty  departments. 

According  to  local  papers  in  the  area, 
Torbay  Health  Authority  is  appealing  to 
those  in  the  holiday  industry  to  pass  the 
message  on  to  visitors  and  to  display 
names  of  local  chemists  and  GPs  to  whom 
holidaymakers  could  go  for  advice  and 
minor  treatment. 


Four  weeks  after  the  introduction  of 
the  limited  list,  the  prophets  of 
doom  have  been  confounded, 
according  to  Mr  David  Coleman, 
vice-chairman  of  the 
Pharmaceutical  Services 
Negotiating  Committee. 

Pharmacists  deserve  congratulating  on 
the  way  they  rose  to  the  challenge,  he  told 
the  Southend  Branch  of  the 
Pharmaceutical  Society  on  Tuesday.  They 
had  helped  prescribing  doctors,  and  in 
many  cases  a  proper  professional 
partnership  had  been  established. 
Pharmacists  had  also  coped  well  with  a 
stock  situation  which  produced  some 
unexpected  problems,  he  said. 

"However,  the  price  changes  of  a 
number  of  products  have  been  dramatic 
and  must  raise  questions  about  prices 
charged  to  the  NHS  and  the  workings  of 
the  price  regulatory  scheme,"  said  Mr 
Coleman.  But  he  welcomed  the  fact  that 
companies  had  drawn  attention  to 
pharmacies  as  a  source  of  supply  for  their 
products. 

It  was  inevitable  that  abuse  of  the 
"rubber  stamp"  loophole  would  lead  to 
tightening  of  the  Regulations,  but  PSNC 
has  received  assurances  that  any  scripts 
previously  dispensed  would  be  honoured, 
said  Mr  Coleman.  The  Nicorette  saga  (see 
C&D  April  13,  718)  justified  PSNC 
condemnation  of  the  addition  of  ACBS 
products  to  the  blacklist. 

The  PSNC  would  oppose  any  extension 
of  the  limited  list  principle,  but  would  be 
prepared  to  discuss  other  ways  of  saving 
money  on  the  drugs  bill.  "Our  role  is  to 
ensure  that  patients  get  the  best  value  for 
money  from  their  medicines.  The  main 
part  of  our  remuneration  must  reflect  the 
fee  for  a  professional  job  done.  I  do  not 
believe  a  higher  fee  should  be  earned  for  a 
higher  costing  product.  We  should  not 
have  a  vested  interest  in  high  cost 
prescribing,"  he  said. 

The  black  and  white  lists  should  not 
freeze  availability  of  medicines,  yet 
changes  should  be  few  and  made  only 
after  careful  consideration,  he  urged. 

He  predicted  the  current  contract 
negotiations  would  produce  a  package 
which  would  allow  a  professionally 
worthwhile  service  to  flourish. 

■  In  January,  chemists  and  appliance 
suppliers  in  Northern  Ireland  dispensed 
1,224,004  prescriptions  (750,409  forms)  at 
a  gross  cost  of  £5,808,489.32  with  an 
average  cost  of  £4.75  each. 
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NPA  objects  to 
industry  activity 
on  limited  list 

The  National  Pharmaceutical 
Association  has  expressed  "serious 
disquiet"  over  manufacturers  who 
are  providing  doctors  with  pre- 
printed private  prescriptions  pads. 

The  March  Board  meeting  was 
particularly  concerned  that  some 
companies  were  telling  doctors  how  much 
patients  were  likely  to  be  charged  for 
private  prescriptions.  It  was  felt  most 
pharmacists  would  prefer  to  remain 
completely  free  to  fix  their  own 
professional  fees  without  interference  from 
manufacturers,  doctors  or  anyone  else. 
Technician  correspondence  course:  The 
response  to  the  new  NPA  technician 
training  correspondence  course  has  been 
most  gratifying,  with  126  students 
enrolled.  Halfway  through  the  year  only  13 
had  dropped  out.  The  Summer  school  to 
be  run  in  conjunction  with  the  training 
course  will  be  held  at  Sunderland 
Polytechnic  (cost  £175  +  VAT). 

The  fee  includes  accommodation  costs 
and  35  hours  of  tuition.  There  will  be  a  staff 
to  student  ratio  of  not  less  than  1:12  in 
addition  to  support  staff. 
Green  cross  logo:  The  Board  had  asked 
the  Pharmaceutical  Society  for  permission 
to  use  the  green  cross  logo  on  white  coats 
supplied  to  NPA  members.  The  Society 
had  replied  that  the  use  of  the  logo  would 
not  be  permitted  on  overalls  worn  by 
unqualified  staff.  The  Board  found  this 
reply  puzzling  as  the  Society's  Council 
had  sanctioned  the  use  of  the  green  cross 
on  shopping  bags.  The  Society  is  to  be 
asked  to  reconsider. 

Wages  Councils:  A  discussion  document 
from  the  Department  of  Employment  about 
the  future  of  Wages  Councils  was 
considered.  Retail  pharmacy  is  not 
directly  affected  but  the  Joint  Industrial 
Council  for  retail  pharmacy  has  regard  to 
any  settlements  agreed.  Some  Board 
members  favoured  total  abolition  of 
Wages  Councils.  A  majority  supported  the 
case  for  a  statutorily  enforceable  genuine 
minimum  national  basic  wage  to  protect 
employees  against  exploitation. 

The  Board  is  to  suggest  to  the  DoE  that 
the  Wages  Council  system  should  be 
continued  but  that  the  Councils  should 
consist  only  of  employer  and  trade  union 
representatives,  and  they  should  be 
responsible  only  for  fixing  a  national 
minimum  rate. 

Youth  training  scheme:  NPA  training 
officer  Ailsa  Benson  was  thanked  for  her 
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[  "And  you've  got  the  nerve  to  go  on  about  grocers  pinching  your  markets' 


efforts  in  persuading  NPA  members  to 
participate  in  the  Youth  Training  Scheme 
—  members  had  pledged  620  YTS 
opportunities.  The  Board  were  then 
astonished  to  leam  that  the  Manpower 
Services  Commission  was  only  prepared 
to  allocate  110  places.  Representations  are 
to  be  made  to  the  MSC,  the  Department  of 
Employment  and  in  Parliament  about  the 
inadequacies  of  the  scheme. 
Training:  All  the  NPA  training  courses 
run  during  the  preceding  five  months 
were  fully  booked,  and  there  had  been  a 
waiting  list  for  all  the  pharmacy 
management  courses.  Further  courses 
were  planned  on  truss  fitting,  stomacare, 
surgical  hosiery  and  "Profit  from  people". 

The  Manchester  Training  Group  has 
asked  Mrs  Benson  to  repeat  her  one-day 
training  course  on  "Selling  techniques", 
which  she  will  do  in  the  Autumn.  Three 
one-day  "Let's  sell"  courses  had  been 
given  by  Mrs  Benson  in  Swansea,  Chester 
and  Nottingham.  She  was  asked  to 
consider  the  feasibility  of  running  a  series 
of  such  courses  in  suitable  centres. 
Patient  information:  The  Board  is  to 
comment  on  an  ABPI  working  party  on 
providing  information  to  patients.  Hope 
was  expressed  that  the  working  party 
would  take  account  of  pharmacists  views, 
preferably  by  co-opting  a  pharmacist. 
Parliamentary  legislation:  The  list  of 
Bills  currently  before  Parliament  was 
reviewed,  paying  particular  attention  to 
the  implications  of  the  Land  Registration 
and  Law  of  Property  Bill,  the  Employment 
of  Young  People  Bill,  the  Insurance  (Fees) 
Bill,  the  Trade  Union  and  Employment 
Acts  (Repeal)  Bill,  the  Business  Names 
Bill,  the  Company's  Bill,  the  Controlled 
Drugs  (Penalties)  Bill,  the  Food  and 
Environment  Protection  Bill  and  the  Town 
and  Country  Planning  (Compensation) 
Bill.  Through  the  Parliamentary  and  new 
legislation  subcommittee  the  Board  heard 


of  the  latest  deliberations  of  a  working 
party  examining  legislation  on  false  or 
misleading  price  information. 

Representations  are  to  be  made  about 
the  effect  on  small  companies  of  the 
removal  of  the  upper  earnings  limit  for 
calculating  employers'  NI  contributions. 
BPSA  sponsorship:  Patrick  Gilbride,  the 
Glasgow  Board  member,  had  attended  the 
BPSA  sports  finals  in  Edinburgh  which  are 
sponsored  by  Pharmacy  Mutual.  Mr 
Gilbride  felt  the  sponsorship  was 
worthwhile  and  should  be  continued. 
EEC  matters:  Mr  Bob  Worby  was 
congratulated  on  his  appointment  as 
chairman  of  the  EEC  Pharmacy  Group's 
economics  of  pharmacy  working  party. 
The  Board  appreciated  that  the  data 
gathered  would  assist  the  group  in 
safeguarding  the  viability  of  the  72,000 
pharmacies  serving  275,000,000  people 
throughout  in  the  EEC. 

The  working  party  will  become  more 
important  with  the  arrival  of  free 
movement  of  pharmacists. 
EEC  consumer  protection  proposals:  The 
Board  considered  a  consultation 
document  from  the  European  Commission 
proposing  further  measures  to  protect 
consumers  against  dangerous  products. 
The  Board  felt  there  were  already 
sufficient  consumer  safeguards  against 
"dangerous"  medicines  and  that 
representations  should  be  made  to  exclude 
medicines  from  the  proposals. 
BSI  drug  cabinet:  A  contribution  towards 
the  cost  of  testing  cabinets  made  to  a 
proposed  new  specification  for  an  all 
purpose  drug  storage  cabinet  is  to  be 
made. 

CRCs  for  household  fluids:  The  revised 
proposals  were  broadly  in  line  with  NPA 
recommendations . 

A  reasonable  period  of  grace  for  the 
new  containers  to  percolate  through  to 
retail  distribution  was  needed. 
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PSNI  hears  of 
Commonwealth 
supply  problems 

A  large  number  of  Commonwealth 
countries  have  difficulty  in  the 
procurement,  storage  and 
distribution  of  medical  and 
pharmaceutical  supplies,  Mr  J.  Kerr, 
the  European  member  of  the 
Commonwealth  Pharmacists 
Association  Executive,  told 
Pharmaceutical  Society  of  Northern 
Ireland's  Council. 

Mr  Kerr,  reporting  to  the  April 
Council  meeting  on  the  recent  CPA 
meeting  in  Delhi,  said  the  problems  were 
thought  to  be  due  to  lack  of  foreign 
exchange  and  absence  of  proper 
management  skills. 

Professor  L.  Thairu,  medical  adviser  to 
the  Commonwealth  Central  Secretariat, 
explaining  the  difficulties,  said  there  was  a 
growing  awareness  of  the  benefit  of 
pharmaceutical  expertise  in  resolving 
such  problems,  and  the  Commonwealth 
Central  Secretariat  had  been  persuaded 
that  CPA  could  make  an  important 
contribution  in  that  respect. 

Representations  had  also  been  made  to 
the  World  Health  Organisation 
convincing  it  that  the  contributions 
pharmacists  could  make  to  solving 
problems  of  deficiencies  in  medical  and 
pharmaceutical  services  in  many  member 
countries,  had  long  been  ignored. 

The  PSNI  secretary  noted  that  Mr  P.G. 
Kinder,  BSc  (Econ),  FCIS,  MBIM,  LHM, 

Mitcham  chemist 
cleared  of  arson 

Pharmacist  John  Barnes  was 
cleared  at  the  Old  Bailey  this  week 
of  deliberately  setting  fire  to  this 
own  shop.  And  the  Judge  went  on  to 
criticise  the  prosecution  for  time- 
wasting  and  inadequate 
preparation  of  its  case. 

Mr  Barnes,  of  Nuthurst,  near  Horsham, 
had  denied  three  charges  of  arson  at  his 
shop  in  London,  Mitcham,  in  January 
1984.  The  prosecution  took  a  fortnight  to 
complete  its  case  and  dropped  one  charge. 

On  Tuesday,  before  the  defence  case 
opened,  Mr  Recorder  Ognall,  QC  asked 
the  jury  whether  they  wanted  to  hear  more 
evidence  or  return  verdicts.  The  jury 
retired  and,  within  an  hour,  had  brought 
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had  been  appointed  as  general  manager  of 
the  Eastern  Health  and  Social  Services 
Board. 

Mrs  M.  Harris,  secretary,  Nuffield 
Foundation  Pharmacy  Inquiry  wrote 
thanking  the  Council  for  arranging  the 
recent  meeting  with  Sir  Kenneth  Clucas 
KCB,  chairman  of  the  Inquiry,  and 
Professor  Florence,  with  representatives  of 
the  profession. 

Applications  for  registration  as 
students  were  granted  to  Thomas  John 
Dobson,  133  Warren  Gardens,  Lisbum, 
co  Antrim;  Damien  John  Doherty,  42 
Mooreland  Park,  Andersonstown  BT11 
9AZ;  Tonia  Dawn  Kennedy,  25  Ashley 
Avenue,  Belfast;  Mrs  Angela  Elizabeth 
McKieman,  Flat  4,  10  College  Gardens, 
Belfast,  and  John  Cochrane  McMurry 
Welsh,  Prospect  Hill  House,  Enniskillen, 
co  Fermanagh. 

Verbal  reports  were  give  about  the 
management  courses  which  were  held 
recently  by  Dr  Booth  and  Dr  Jones  and  by 
Ihe  NI  Staff  Training  Council.  The 
secretary  reported  that  it  was  hoped,  in 
future,  to  change  the  date  of  the  Booth  and 
Jones  course  to  November  each  year.  The 
Education  Committee  would  discuss,  at 
the  next  meeting,  whether  both  the 
Beeches,  and  the  courses  of  Dr  Booth  and 
Dr  Jones  should  be  made  compulsory  for 
pre-registration  students. 

The  Lurgan  Portadown  &  Armagh 
Branch  of  the  Society  held  their  annual 
dinner  and  election  of  officers  at  the 
Banville  House  Hotel,  Banbridge, 
recently.  R.D.  Duke  was  elected 
chairman;  J.  McConville  vice-chairman; 
R.H.  Caughey  secretary,  and  M.V.A. 
Napier  and  W.  Collins  were  elected  to  the 
committee. 


in  verdicts  of  not  guilty  on  the  remaining 
two  counts.  Mr  Barnes  was  discharged. 

The  judge  then  criticised  the 
prosecution,  although  he  said  he  was  not 
personally  attacking  barrister  Mr  Alt. 

"The  interests  of  justice  have  been  ill- 
served  by  the  inadequate  investigation 
and  preparation  of  this  case  before  and 
during  the  trial,"  the  Judge  said. 

"For  these  reasons  I  am  refusing  the 
Crown's  application  for  costs  from  central 
funds  which  is  almost  invariably  granted". 

The  prosecution  costs,  estimated  at 
about  £30,000,  will  have  to  be  paid  from 
police  funds.  The  defence  was  awarded 
costs  from  central  funds. 

Mr  Alt  had  claimed  the  motive  for  the 
alleged  arson  was  financial,  telling  the 
jury  the  business  was  in  debt  and  that  Mr 
Barnes  had  taken  out  loans  unbeknown  to 
his  partner.  But,  said  the  Recorder,  the 
prosecution  had  failed  to  produce 
evidence  to  support  the  allegations. 


Limited  list 
goes  on  air' 

The  public  were  given  a  chance  to 
air  their  views  on  the  Government's 
limited  list  scheme  on  LBC  radio 
last  Tuesday  night. 

Pharmacist  Ray  Hutchinson,  and 
clinical  pharmacologist  Dr  Andrew 
Herxheimer  from  Charing  Cross  Hospital 
in  London,  were  on  hand  to  answer 
questions  from  listeners  to  Pete  Murray's 
"Nightline". 

Dr  Herxheimer  was  for  the  list, 
although  he  said  there  were  some 
specialist  needs,  particularly  in  hospital, 
not  covered  by  the  white  list.  He  said  a 
review  procedure  would  have  to  be 
introduced  to  keep  the  list  up  to  date  and 
amend  deficiencies. 

Mr  Hutchinson  said  he  did  not  agree 
with  the  principle  but  that  the  final  list  was 
not  as  bad  as  many  had  expected. 

Hospitals  slow 
to  manage? 

Pharmacy  managers  in  the  hospital 
service  will  be  put  more  "on  their 
mettle"  by  the  appointment  of  NHS 
managers  as  a  result  of  the  Griffith 
report,  according  to  Lord  Ennals,  a 
former  Secretary  for  Social 
Services. 

Launching  Pharmacy  Management,  a 
new  quarterly  journal  for  senior  hospital 
pharmacists  (for  which  Lord  Ennals  is 
editorial  consultant),  he  said  that  it  had 
been  slower  than  some  other  departments 
in  management  terms,  but  today  anyone 
making  a  career  in  the  hospital  service 
needed  to  show  both  professional  and 
managerial  skills.  The  NHS  would  never 
have  as  much  money  as  it  needed  —  the 
good  manager  was  the  person  who  could 
get  a  quart  out  of  a  pint  pot. 

The  new  journal  is  sponsored  by 
Schwarz  Pharmaceuticals  Ltd. 


Speculative? 

The  Federation  of  Optical  Corporate 
Bodies  has  produced  a  set  of  guidelines  to 
help  trading  standards  officers  deal  with 
consumer  complaints  under  the  new 
spectacles  law. 

Copies  of  the  guidelines  or  the 
Federation's  poster  on  "Patients' 
Entitlements"  are  available  from  Paul 
Winner  Marketing  Communications,  53 
Bedford  Square,  London  WC1B  3DP. 
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Three-cornered 
script  fight 

A  three-way  rural  dispensing 
dispute  is  brewing  in  the  villages  of 
Eaton  Bray  and  Edlesborough  on 
the  Buckinghamshire/Bedfordshire 
border  near  Dunstable. 

Pharmacist  Rosemane  Finch  is  hoping 
to  open  a  pharmacy  m  the  community  of 
around  4,000,  but  two  doctors  also  plan  to 
start  dispensing.  One  GP  covers  the  area 
from  a  practice  in  Dunstable  and  the  other 
has  recently  moved  up  from  the 
Harpenden  area  to  set  up  a  practice. 

All  three  applications  were  being 
discussed  by  the  Beds  and  Bucks  LPCs  on 
Wednesday  before  referral  to  the  Rural 
Dispensing  Committee. 

Dispensing  GPs 
exonerated 

The  Department  of  Health  has  no 
evidence  that  there  has  been  any 
lost  revenue  from  charges  collected 
by  dispensing  GPs. 

"Like  pharmacists,  doctors  are 
reguired  to  collect  charges  on  NHS  items 
they  dispense  although  they  do  not  employ 
the  same  mechanism  as  pharmacists," 
Health  Minister  Kenneth  Clarke  said  in  a 
written  Commons  reply  recently. 
"However,  we  are  keeping  this  matter 
under  review,"  he  added. 

Neither  has  there  been  loss  of  revenue 
through  doctors  buying  'flu  vaccines  at 
discount  prices,  Mr  Clarke  said. 

The  number  of  prescriptions  for  'flu 
vaccines  dispensed  in  England  and  Wales 
m  1983  was  219,600,  compared  to  249,100 
in  1982  and  273,000  in  1981,  he  said. 


Off  blacklist 

Folicin  tablets  and  magaldrate 
suspension  80Qmg/5ml  have  been 
removed  from  the  blacklist  in 
Scotland,  as  in  England  and  Wales. 

The  change  is  made  under  the  NHS 
(General  Medical  and  Pharmaceutical 
Services)  (Scotland)  Amendment  (No  2) 
Regulations  1985  (SI  1985  No  534  (S51), 
HMSO  £0.80).  The  Regulations  also 
correct  errors  in  Schedule  2A,  which  lists 
drugs  that  cannot  be  supplied  under  the 
NHS,  and  adds  tablets  to  formula  B141, 
guaiphenesm  syrup  (any  strength)  and 
Vicks  Coldcare  capsules  to  the  Schedule. 
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Unread  freebies 

We  seem  to  be  getting  more  and  more 
freebies  through  the  mail.  With  the 
exception  of  the  paid  for  Chemist  & 
Druggist  and  the  PJ,  they  go  straight  in  the 
bin  because,  as  a  compulsive  reader,  I 
find  them  a  pointless  distraction,  since 
virtually  all  the  material  in  them  is  a 
duplication,  often  by  the  same  writers,  of 
articles  already  carried  in  our  regular 
papers. 

This  week  saw  a  new  green  booklet, 
another  of  the  same  genre  I  assumed.  At 
morning  teatime,  I  idly  picked  it  up,  as  I 
beat  time  to  Scheherazade  on  my 
Walkman.  Reluctantly  I  sat  up,  turned  off 
the  music  and  waved  away  the  dancing 
girls.  This  was  no  time  for  dalliance.  This 
FPA  book  was  about  contraceptive  health 
care  through  the  pharmacy.  It  had  a 
picture  of  a  cash  register.  Serious  stuff 
indeed. 

On  Sunday,  I  shall  sit  quietly  in  the  sun 
and  try  to  concentrate  on  this  document, 
which  I  feel  is  important,  but  I  find  it  so 
daunting  because  of  its  presentation  that  I 
fear  it  may  already  have  found  a  niche, 
unread,  alongside  those  other  freebies  in  a 
number  of  the  community  pharmacies  of 
the  land? 


Two-timing  

It  is  a  fact  that,  when  pharmacists  write 
letters  to  the  various  professional 
publications,  their  first  pleasure  is  to  see 
themselves  in  print  —  I  know  the  feeling  — 
and  the  second  is  in  achieving  some  sort  of 
tangible  response.  Since  Mike  Reynolds 
started  his  campaign,  there  can  be  little 
doubt  of  his  enjoying  the  double 
pleasures.  I  have  commented  on  the  past, 
as  have  editors  and  a  good  many  others 
involved  in  the  politics  of  our  profession. 

There  can  be  no  doubt  he  acts  with 
highest  of  motives  in  showing,  by  the 
application  of  logic  reductio  ad 
absurdum,  the  shortcomings  of  the  system 
we  have  accepted  without  undue  question. 
Let  us  hope  that,  having  shown  up  the 
flaws,  he  does  not  actually  intend  to 
operate  his  two  pharmacies  in  the  way  he 
is  legally  entitled  to  (despite  what  the 
Dorset  administrator  may  claim).  If  he 
does,  and  maybe  even  if  he  doesn't,  there 
will  be  a  flood  of  the  hard-nut  businessmen 
in  pharmacy  who  will  split  businesses 
doing  more  than,  say,  3,000  scripts,  into 
two  more  more  adjacent  registered 
premises  on  the  simple  grounds  that  "If  it 
ain't  illegal,  it's  OK."  Their  aim  would, 
and  will  be,  to  increase  profits,  even  for  a 
short  term. 

If  this  were  to  happen,  it  would  take  a 


lot  more  than  the  £50  publicity  money  we 
give  the  NPA  to  counteract  the  damage 
which  could  be  done  when  such 
manoeuvres  come  to  public  attention.  I 
seem  to  remember  once,  attempting  to 
bring  a  pet  cause  to  the  attention  of  the 
public  by  suggesting  some  stupid  course 
of  action.  I  never  did  it  again  after  I  found 
people  taking  my  'stupidity'  seriously. 

There  are  times  when  we  have  to  bite 
our  tongues  because  we  realise  more  can 
be  achieved  by  pointing  out  anomalies  in 
private  to  the  people  who  would  be  most 
embarrassed.  We  have  the  certain 
knowledge  that,  if  changes  are  not  made, 
the  weapon  of  publicity,  skillfully  used, 
can  be  devastating? 

Yet  it  has  to  be  said  the  bodies  which 
should  have  looked  after  our  interests  in 
the  contract  appear  to  have  done  nothing 
to  prevent  the  sort  of  losses  from  longer- 
term  prescribing  which  made  Mike 
Reynolds  explore  the  possibilities  within 
the  contract  in  a  way  which  was  wholly 
original,  and  points  to  a  most  unusual 
mind. 

Soon  we  shall  see  the  terms  of  a  new 
contract.  If  rumours  are  anything  to  go  on, 
it  may  correct  a  lot  of  long-standing 
anomalies  regarding  the  placement  and 
operation  of  pharmacies  in  this  country.  It 
is  no  longer  fair  comment  to  suggest  PSNC 
has  been  doing  nothing,  even  though 
judging  from  things  like  the  discount  cut- 
off levels,  I  think  our  elected  members 
have  not  been  seen  to  play  fair,  by  a  long 
chalk. 


Cost  counter 

He  drives  a  new  BMW,  works  in  a  grotty 
office-cum-workshop  in  an  alley  down 
behind  some  shops  and  warehouses  near 
me  and  looks  like  a  genuine  boffin-genius. 

It  turns  out  he  is  involved  with 
computers  which  he  repairs  and  modifies 
—  software  and  hardware.  He's  been 
going  for  about  three  years  on  his  own  and 
tells  me  he  is  doing  well.  When  my  Kirby 
Lester  gave  trouble  last  month  he  said  to 
bring  it  in. 

This  is  what  he  said: 

1 .  He  had  never  seen  anything  with  so 
much  dust  inside,  "on  the  boards." 

2.  When  it  had  been  cleaned,  the  fault 
turned  out  to  be  merely  a  "dry  joint." 

3.  From  the  way  the  machine  had  been 
made  it  was  easy  to  repair. 

4.  He  charged  me  a  tenner. 

From  this  fortunate  experience,  it  looks 
as  though,  with  the  recent  establishment  of 
specialist  electronic  repair  workshops 
throughout  the  land,  other  pharmacists 
who  have  been  ruefully  contemplating  the 
replacement  of  their  old  tablet  counter 
may  have  another  course  open  to  them? 
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PRESCRIPTION  SPECIALITIES 


Benzagel  5 

and  10  

Manufacturer  Bioglan  Pharmaceuticals 
Ltd,  Spirella  Building,  Bridge  Road, 
Letchworth,  Hertfordshire  SG6  4ET 
Description  White  gel  containing  5  per 
cent  w/w  or  10  per  cent  w/w  micronised 
benzoyl  peroxide 

Further  information  The  product  is 
described  as  a  second  generation  benzoyl 
peroxide.  It  is  a  non-greasy  formulation  in 
a  high  water  content,  low  alcohol  content 
base,  which  is  easily  rubbed  into  the  skin. 
And  the  manufacturer  claims  that  side 
effects  are  reduced 
Indications  Aid  in  treating  acne, 
providing  drying,  desquamitive  and 
antiseptic  activitiy 

Administration  Adults  and  children:  Start 
with  Benzagel  5.  Wash  affected  areas  with 
soap  and  water,  dry  and  apply  gel  once  or 
twice  a  day.  It  may  be  necessary  to  use  the 
10  per  cent  strength 

Contraindications  Known  sensitivity  to 
benzoyl  peroxide 

Warnings,  precautions  and  side  effects 
Keep  away  from  mouth,  eyes  and  other 
mucous  membranes.  Apply  cautiously  to 
sensitive  areas  such  as  neck  and 
shoulders.  Avoid  contact  with  clothing.  A 
mild  burning  sensation  may  be  felt  on  first 
application  and  moderate  reddening  and 
peeling  of  the  skin  will  happen  in  the  first 
few  days.  A  sudden  increase  in  peeling 
will  occur  in  most  patients  in  the  first  few 
weeks  of  treatment.  This  will  subside  if 
treatment  is  temporarily  stopped 
Packs  40g  tubes:  Benzagel  5  (£3.14  rsp), 
Benzagel  10  (£3.42) 
Supply  restrictions  Pharmacy  only 
Issued  May  1985. 


Wound  solution 

Smith  &  Nephew  have  introduced  a  range 
of  solutions  in  single-use  sachets  for 
wound  cleansing.  They  are  currenty 
available  only  in  hospital. 

Topiclens  is  a  colourless,  sterile,  clear, 
aqueous  solution  of  sodium  chloride  0.9 
per  cent  w/v.  It  is  indicated  as  an  irrigation 
solution  for  cleansing  eyes,  wounds  and 
bums. 

Bacticlens  is  a  sterile,  clear,  pink, 
aqueous  solution  of  chlorhexidine 
gluconate  0.05  per  cent  w/v.  It  can  be 
used  for  swabbing  intact  or  broken  skin 
and  wounds.  It  should  not  come  into 
contact  with  the  middle  ear,  brain  or 
meninges,  and  should  be  stored  in  a  cool 
dark  place. 

Cetriclens  is  a  pale,  amber,  sterile, 


clear,  aqueous  solution  of  chlorhexidine 
gluconate  0.015  per  cent  w/v  and 
cetrimide  0.15  per  cent  w/v.  It  is  indicated 
for  swabbing  intact  and  broken  skin  and 
cleansing  contaminated  wounds. 

Cetriclens  forte  is  a  sterile,  clear, 
amber,  aqueous  solution  containing 
chlorhexidine  gluconate  0.05  per  cent  w/v 
and  cetrimide  0.5  per  cent  w/v.  It  is 
indicated  for  cleansing  physically 
contaminated  wounds. 

Neither  Cetriclens  or  Cetriclens  forte 
should  come  into  contact  with  eyes,  brain, 
meninges  or  middle  ear,  and  should  be 
stored  in  a  cool  dark  place. 

All  the  products  are  classified 
Pharmacy  only  and  come  in  sachets  of 
25ml  or  100ml  except  Cetriclens  forte 
which  is  supplied  in  100ml  sachets  only. 
Smith  &  Nephew  Medical  Ltd,  PO  Box  81, 
Hessle  Road,  Hull  HU3  2BN.  _____ 

Euhypnos  in  15 
and  30mg  caps 

Farmitalia  are  introducing  two  new 
strengths  of  Euhypnos  (temazepam)  — 
15mg  and  30mg.  Both  are  green,  soft 
gelatin  capsules.  The  15mg,  slightly 
bigger  than  the  lOmg  already  available, 
are  marked  "Eul5"  (30,  £2.16;  60,  £4.32). 
The  30mg,  slightly  bigger  than  the  20mg 
already  available,  are  marked  "Eu30"  (30, 
£3.42;  60,  £6.84  all  prices  trade). 

The  recommended  dosage  is  one  or 
two  15mg  capsules  on  retiring.  Patients 
resistant  to  low  hypnotic  dosage  should 
take  one  or  two  30mg  capsules.  Farmitalia 
Carlo  Erba  Ltd,  Kingmaker  House, 
Station  Road,  Barnet,  Herts  ENS  1NU. 

Cox  cloxacillin 

Generic  cloxacillin  capsules  are  now 
available  from  Cox  Pharmaceuticals. 

Cloxacillin  250mg  capsules  (100, 
£17.84  trade)  are  orange  and  grey  and 
marked  "GCN  250".  The  500mg  capsules 
(100,  £35.68)  are  orange  and  grey  and 
marked  "GCN  500".  Cox  Pharmaceuticals 
Ltd,  Whiddon  Valley,  Barnstaple,  Devon. 

Clinitar  gel 

Smith  &  Nephew  Pharmaceuticals  have 
extended  their  Clinitar  range  with  the 
addition  of  Clinitar  gel  (Pharmacy  only, 
40g  tube  £2.59  trade).  The  clear  brown  gel 
contains  2.5  per  cent  Stantar,  and  will  be 
promoted  mainly  for  once  or  twice  daily 
application  for  psoriasis  of  the  scalp.  Smith 
&  Nephew  Pharmaceuticals  Ltd,  Bampton 
Road,  Harold  Hill,  Romlord,  Essex  RM3 
8SL. 


Capoten  bd  

Capoten  can  now  be  used  in  a  twice  daily 
dosage.  The  new  regime  will  further  aid 
compliance,  say  makers  E.R.  Squibb,  and 
the  product  is  now  available  in  calendar 
packs  of  56  tablets  (25mg,  £13.37  trade: 
50mg,  £20.50).  E.R.  Squibb  &  Sons  Ltd, 
Reeds  Lane,  Moreton,  Merseyside  L46 
1QW. 

Betadine  "ageing' 
solved  

Betadine  antiseptic  solution  has  been 
modified  to  overcome  the  problem  of 
"ageing"  whereby  the  level  of  active 
iodine  and  the  pH  of  the  solution  fall 
during  storage. 

Addition  of  a  small  quantity  of 
oxidising  agent  potassium  iodate  in  the 
presence  of  a  buffering  system  has 
overcome  the  problem,  say  Napp 
Laboratories. 

Orders  for  Betadine  antiseptic  solution 
received  after  May  1  will  be  filled  with  the 
standardised  solution  in  packs  of  500ml  or 
5  litres,  say  Napp  Laboratories  Ltd, 
Cambridge  Science  Park,  Milton  Road, 
Cambridge  CB4  4BH. 

BRIEFS 

Moduret-25  and  Midamor  to  Thomas 
Morson  Pharmaceuticals:  Moduret-25 
and  Midamor  have  been  transferred  to 
Thomas  Morson  Pharmaceuticals,  a 
division  of  Merck  Sharp  &  Dohme.  Tablet 
identity,  shape  and  pack  size  are 
unchanged.  Packaging  will  follow  the 
house  style  of  Thomas  Morson 
Pharmaceuticals,  Hertford  Road, 
Hoddesdon,  Herts  ENU  9BU. 
Paramol  and  DF1 18  tabs  in  ward  packs: 
Paramol  tablets  and  DF118  tablets  are 
available  to  hospitals  in  "ward  packs"  of  50 
tablets,  priced  £1.30  trade  and  £2.19  each, 
respectively.  Duncan  Flockhart  &  Co  Ltd, 
700  Oldfield  Lane  North,  Greenford, 
Middlesex  UB60HE. 
New  pack  sizes  for  Securon:  Knoll  are 
introducing  100-tablet  packs  of  Securon 
40mg,  £4.69;  80mg,  £9.38;  120mg,  £14.05 
(all  trade)  to  complement  the  existing 
calendar  packs.  Knoll  Ltd,  The  Brow, 
Burgess  Hill,  West  Sussex  RH1 5  9NE. 
Dimotapp  elixir  in  100ml:  Dimotapp 
elixir  and  Dimotapp  elixir  paediatric  are 
available  in  100ml  bottles  to  retail  at  £1.49 
and  £1.39  respectively.  A.H.  Robins  Co 
Ltd,  Langhurstwood Road,  Horsham,  West 
Sussex  RH13  5QP. 
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IT'S  BAD  NEWS  FOR 
CHESTY  COUGHS, 
GOOD  NEWS  FOR  YOUR 

CUSTOMERS. 


ONE  DO-DO  TABLET  SPELLS  TROUBLE  FOR 
a  bronchial  cough. 

A  fact  which  is  about  to  be  made  abun- 
dantly clear  in  our  £V4  million  advertising 
campaign. 

This  will  be  appearing  in  national 
newspapers  throughout  the  year. 

We'll  be  explaining  how  one  Do-Do 
tablet  quickly  works  on  the  upper  bronchial 
airways,  loosening  congestion  and  then 
helping  to  remove  the  catarrh  which 


caused  the  cough. 

In  addition  your  customers  will  have 
the  benefit  of  being  able  to  breathe  more 
comfortably  and  easily. 

All  of  these  facts  have,  no  doubt,  con- 
tributed over  the  years  to  our  present  brand 
leadership. 

Ensure  you  have  sufficient  stock  to 
meet  your  customers' requests. 

Between  coughs,  that  is.  (qBaI 


DO-DO  IS  A  REGISTERED  TRADE  MARK 


CONSUMER  V  PHARMACEUTICALS 


DO-DO[Pj  PRODUCT  INFORMATION  PRESENTATION:  Strip-packed  tablets  of  theophylline  sodium  gylicinate  50mg:ephedrine  hydrochlor  22  mg,  anhyd  caffeine  30  mg  INDICATION:  To  relieve  bronchial  cough,  and  to  help 

clear  the  chest  of  mucous  following  upper  respiratory  tract  infections  or  irritations.  DOSAGE:  Adults:  ltab  with  water  (Repeat  after  10  minutes  if  necessary):  max  2  tabs  in  4  hours  or  3  tabs  in  24'hours 
CAUTION:  Do  not  give  to  patients  with  heart  disease,  hypertension,  hyperthyroidism,  diabetes  or  those  taking  digitalis  or  MAOIs  SIDE  EFFECTS:  Rarely  insomnia,  difficulty  in  urinating,  palpitations,  dizziness,  headache 


For  every  "ah!"  a  baby  can  summon 
from  its  parents,  there's  always  an  "ugh!" 
to  restore  the  balance. 

Avid  consumers  all,  babies  are  re- 
grettably perfect  testimony  to  the  adage 
that  what  goes  in  must  come  out. 

You  may  find  all  this  a  touch 
unsavoury,  nevertheless,  you'd  be  well 
advised  to  read  on. 

Tommee  Tippee  has  been  the 
leading,  most  comprehensive  babycare 
brand  for  forty  years  or  more. 

Yet  you've  never  seen  nappies 
called  Tommee  Tippee  before. 

Now  you  will. 

We've  designed  Tommee  Tippee 
Shaped  Elasticated  All-in-one  Nappies 
to  be  the  state  of  the  art  (or  rather 
science  -  this  topic  isn't  exactly  artistic). 

They  have  fasteners  that  can  be 
opened  to  check  the  state  of  play,  and 
resealed  if  a  change  isn't  necessary. 

They're  especially  absorbent  and, 
thanks  to  their  elasticated  legs  and 
quilted  construction,  leak-proof. 

And  they  come  in  three  sizes, 
so  they  always  fit  the  baby 
securely  and  comfortably. 

Simply  because  they're 
called  Tommee  Tippee,  your 
customers  will  know  that  here 
are  nappies  they  can  rely 
on  for  safety,  efficiency, 
simplicity  and  value. 

The  disposable 
nappy  market  is  grow- 
ing apace,  because  parents  are  sick  of 
boiling  up  nappies  every  day. 

And  very  competitive  margins 
mean  there's  more  for  you,  too. 


Tommee  Tippee  Shaped  Elastic- 
ated Nappies  should  be  on  your  shelves. 

When  your  stocks  are  low,  no 
problem. 

We  can  despatch  fresh  supplies  to 
you  within  one  working  day,  whether 
you're  an  existing  customer  or  not. 

Simply  dial  the  operator  and  ask 
for  Freephone  Jacket. 

Like  they  say,  where  there's  muck 
there's  brass. 

TOMMEE  TIPPEE 

Better  things  for  baby 


SIZES 

NEW  BORN  (UP  TO  12 LBS)  IN  15  PACKS 

BABY  (12-22 LBS )  IN  12  PACKS 
TODDLER  (22LBS+)  IN  10  &  30  PACKS 


FOR  FURTHER  DETAILS  TALK  TO  YOUR  TOMMEE  TIPPEE  REPRESENTATIVE  OR  CONTACT  JACKEL  INTERNATIONAL,  BLYTR  NORTHUMBERLAND  NE24  4RG.  TELEPHONE  0670-366771 

A  Mayborn  Group  Company. 


This  year  Wisdom  are  spending  §?A 
million  on  a  national  TV  campaign.  Naturally 
it's  timed  to  coincide  with  peak  sales  in  May 
June  and  July 

As  we're  already  outselling  our  closest 


competitors  by  3  to  1,  we're  sure  this  news 
will  really  set  their  teeth  on  edge. 

WiSDOM 


COUNTERPOINTS 


'Winning  lines' 
from  Numark 

Numark  announced  their  biggest  ever 
consumer  promotion  at  their  Palma 
Convention  this  week  (see  p936)  —  their 
"Winning  lines"  competition  with  £28,500 
to  be  won  through  SV2  million  scratch 
cards  that  are  to  be  distributed  by 
members. 

The  promotion  is  backed  by 
advertising  that  will,  say  ICML,  reach  over 
12V2  million  housewives.  The  Press 
campaign  is  in  the  Sun,  Woman's  Own, 
News  of  the  World,  Sunday  Post,  TV 
Times  and  local  publications,  as  well  as  on 
Ulster  TV. 

Numark  members'  names  and 
addresses  will  be  included  in  regional 
editions  of  the  TV  Times  to  direct  the 
consumer  to  the  pharmacies  where 
Numark  own  brands  can  be  bought. 

The  competition  for  the  £1,000  first 
prize  and  2,000-plus  secondary  prices  will 
be  in  two  stages  —  June  10-22  and  July 

New  look  for 
RPM  specials 

Numark  have  re-named  RPM  specials. 
These  will  now  be  Family  Care  specials 
and  will  receive  additional  back-up  by 
being  featured  each  month  in  the  centre 
spread  of  the  Numark  promotions 
brochure. 

As  well  as  shelf  cards  that  are  normally 
produced  for  each  product,  an  A2  full 
colour  poster,  illustrating  the  complex 
range  of  Family  Care  Specials  for  the 
month,  will  be  available  to  Numark 
members. 

During  May,  Numark  members  are 
offered  the  opportunity  to  win  one  of  six 
Konica  TC-X  SLR  cameras,  worth  £139.95 
each.  Numark  members  ordering  80 
mixed  films  will  receive  two,  three-hour 
Konica  video  tapes  free  and  will  be 
entered  into  a  competition  10  win  one  of 
the  first  DX  SLR  cameras.  Members  who 
order  60  mixed  films  will  also  receive  two 
three-hour  video  tapes  free  (E180  or  L750). 

Durex,  in  conjunction  with  Numark, 
are  offering  members  five  Laser  cook 
knives  on  a  wooden  hanging  block.  The 
knives  are  valued  at  £18  and  are 
guaranteed  for  25  years.  To  qualify, 
members  have  to  order  nine  outers  of 
Durex  products.  Members  ordering  five 
outers  will  receive  three  Laser  stainless 
steel  knives. 


8-20.  Each  Numark  chemist  will  receive 
1,000  cards  for  each  period  of  the 
promotion. 

The  customer  has  to  scratch  the 
Numark  symbols  on  the  card.  If  they  reveal 
three  "£"  denominations  of  the  same  value, 
they  win  a  prize.  On  sending  the  winning 
card  to  ICML's  Warminster  office,  a 
cheque  will  be  sent  by  return  of  post. 
Independent  Chemists  Marketing  Ltd,  51 
Bore  ham  Road,  Warminster,  Wilts. 

May  main  line  products  on  promotion  include 
Bodyform,  Carefree  Panty  Shields,  Colgate  dental 
cream,  Harmony  hairspray  (20  per  cent  extra  free), 
Konica  high  resolution  films,  Kotex  Simplicity, 
Loving  Care,  Nivea  sun  oil  preparations,  Numark 
kitchen  towels  and  luxury  tissues  150s,  Poly  Foam 
perm,  Silkience  conditioner  (20  per  cent  extra), 
Silkience  shampoo  (20  per  cent  extra),  Sunsilk 
hairspray  (20  per  cent  extra),  Wella  hairset  (50  per 
cent  extra)  and  Wilkinson  Sword  Double  Edge  (six  for 
price  of  five). 

Intermediate  lines  on  promotion  include  Amplex 
roll-on  (25  per  cent  extra),  Baby  Wet  Ones,  Durex  Nu- 
form  extra  safe,  Elite,  Fetherlite  and  Gosammer, 
Eucryl  toothpowder,  Head  &  Shoulders  shampoo, 
Immac  hair  removers,  Johnsons  baby  shampoo, 
Kleenex  for  Men,  Super  3,  regular,  pocket  pack  and 
travel  pack,  Numark  soft  toilet  tissue  and  large  white 
tissues  100s,  Pearl  Drops  tooth  polish,  Pearl  soap, 
Radox  herbal  bath  salts,  Sunsilk  styling  mousse, 
Vapona  insecticides,  including  flykiller  strips,  Small 
Space  flykiller,  Single  moth  killer,  Insectipen  and 
Green  Arrow  flykiller  and  Vaseline  petroleum  jelly. 

Numark  Family  Care  specials  include  All  Fresh 
Clean  Up  squares,  Aqua-ban,  Biactol,  Germolene 
footspray  (25  per  cent  extra),  Haymine,  Hedex, 
Hedex  Plus,  Hedex  Seltzer,  Listenne,  Panademe  Co, 
Preparation  H  ointment,  suppositories  and 
haemorrhoidal  spray,  Solpadeine,  TCP  cream  and 
Veganin  tablets.  Independent  Chemists  Marketing 
Ltd,  SIBoreham  Wood,  Warminster,  Wilts  BA12  9JU . 


Do-do  Press  on 

Do-do  tablets  are  currently  being 
supported  by  a  year-long  £250,000  Press 
campaign. 

Quarter  page  advertisements  are 
appearing  in  national  newspapers  such  as 
News  ot  the  World  and  the  Sun .  CIBA 
Consumer  Pharmaceuticals,  Wimblehurst 
Road,  Horsham,  West  Sussex. 


Herbal  variant 
with  aloe  vera 

Chesebrough  Pond's  are  launching  a  new 
variant  in  the  Vaseline  Intensive  Care 
lotion  range. 

The  new  product  incorporates  herbal 
Vaseline  Intensive  Care  lotion  with  aloe 
vera,  and  features  a  "softer"  fragrance  and 
more  modern  pack  colour  and  design, 
says  the  company.  It  will  be  available  in 
200ml  (£1.20)  and  300ml  (£1.66)  sizes. 

Mujib  King,  brand  manager 
commented:  "Our  herbal  variant  has 
always  been  perceived  as  a  more 
'cosmetic'  skincare  lotion  than  our  regular 
product." 

The  company  are  running  a 
promotion,  themed  "Message  in  a  bottle" 
with  regular  and  the  herbal  and  aloe 
products.  Consumers  have  to  recognise 
outlines  of  a  number  of  tropical  islands 
and  write  a  message  in  a  bottle.  The  first 
prize  is  a  holiday  for  two  on  a  tropical 
island  with  runner  up  prizes  of  250  bottles 
of  Malibu.  The  competition  will  be 
promoted  with  on-pack  collars  and  POS. 

The  range  is  being  supported  in  1985 
by  a  £1 .8m  television  and  Press 
advertising  campaign  and  over  one 
million  Holiday  magazine  coupon 
advertisements.  Chefaro  Proprietaries 
Ltd,  Science  Park,  Milton  Road, 
Cambridge  CB44BH. 


Brush  drying 

Addis  are  introducing  the  roto  styler 
hairbrush  (£1.95)  for  blow-drying. 

The  brush  features  a  rotating  head  that 
unwinds  automatically  at  the  press  of  a 
button,  and  is  suitable  for  most  hair  types 
and  lengths  says  the  company. 

A  counter-card  display  is  available. 
Addis  Ltd,  Brushworks,  Hertford. 


Savlon  TV  killer 

Savlon  liquid  is  being  supported  with  a 
30-second  television  commercial  entitled 
"The  killer  instinct,"  to  be  screened  in 
Lancashire,  Yorkshire,  Central  and 
London  television  areas  from  May  13. 

A  current  promotion  offers  a  600ml 
bottle  of  Savlon  at  the  price  of  the  500ml 
(£1.24).  POS  material  includes  a  new 
dump  bin  with  head  cards  featuring  the 
"Killer  instinct"  commercial  stills  and  shelf 
strips  with  the  theme  "Savlon  liquid  —  kills 
germs  fast."  Care  Laboratories  Ltd, 
Lindow  House,  Beech  Lane,  Wilmslow, 
Cheshire. 
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Major  thrust' 
for  Clairol  

Changes  to  the  Loving  Care  and  Natural 
Balance  ranges  will  spearhead  a  "major 
thrust"  for  all  Clairol  brands,  say  Bristol- 
Myers. 

Loving  Care  has  been  given  a  new 
look.  The  graphics  show  each  shade 
variant  with  a  grey  line  running  through. 
"By  depicting  hair  with  a  suggestion  of  a 
face  the  pack  has  a  more  cosmetic  appeal, 
gives  stronger  branding  and  does  not  limit 
its  appeal  to  any  particular  age  group," 
says  the  company. 

At  POS,  a  leaflet  scheme  will  offer  a 
"Trade  in  your  grey"  offer  of  a  30p-off 
coupon  in  return  for  one  pack  front.  Up  to 
five  vouchers  can  be  used  for  any  single 
purchase  of  Loving  Care.  This  promotion 
will  be  supported  by  showcards  and  leaflet 
holders. 

Breaking  in  the  last  week  in  June,  there 
will  be  the  "biggest-ever"  advertising 
campaign.  Running  for  six  weeks  on  ITV, 
a  30-second  commercial  will  feature  in 
peak  spots.  Total  spend  for  the  campaign 
will  be  £1.2m. 

Natural  Balance  shampoo  and 
conditioner  are  also  to  receive  a  face  lift. 

The  product  now  offers  a  stronger, 
more  up-to-date  appeal  in  the  value-for- 
money  sector  of  the  market,  say  Bristol- 
Myers. 


"Colour  coding  coupled  with  futuristic 
graphics  and  cosmetic  opaque  white 
containers  convey  the  scientific 
proposition  of  the  brand." 

The  formulation  has  also  been 
improved  wtih  a  fresh,  neutral  fragrance. 
Each  shampoo  variant  is  said  to  offer  an 
advanced  self-balancing  formula  to 
cleanse  the  greasier  sections  of  the  hair 
while  giving  a  gentle  touch  to  drier  parts. 
The  conditioners  offer  the  same  self- 
balancing  proposition  claims  the 
company. 

Natural  Balance  shampoo  and 
conditioner  (both  250ml)  come  in:  regular 

—  coded  amber,  for  normal  hair;  mild 
(bright  green),  for  frequent  use;  extra 
body  (cerise  pink),  for  fine  hair;  extra  care 

—  (electric  blue)  for  dry  or  overheated 
hair.  Bristol-Myers  Co  Ltd,  Stamford 
House,  Station  Road,  Langley,  Bucks 
SL3  6EB. 


Marigold  update 

New  packaging  and  glove  colours  are  the 
key  elements  in  a  relaunch  of  Marigold 
housegloves. 

Marigold  light,  (£0.70)  aimed  at  the 
younger  sector  of  the  market  and  first  time 
users,  will  be  available  in  bright  red. 
Marigold  extra  (£0.91)  will  be  available  in 
yellow.  Marigold  Fleur  (£1.03)  a  premium- 
priced  houseglove,  will  be  available  in 
turquoise. 

The  range  will  be  packaged  in 
polybags  with  modern  graphic  designs. 
Each  glove  style  will  be  available  in  three 
sizes  —  small,  medium  and  large. 

New  style  display  cartons  containing 
one  dozen  gloves  will  be  introduced  for 
each  product  in  both  the  small  and  large 
size  while  medium  —  the  best  selling  size 
—  will  be  sold  in  a  two  dozen  unit. 

Marigold  will  be  supported  with  POS 
material  which  reflects  the  pack  graphics. 
An  advertising  campaign  will  begin  in 
September  when  LRC  plan  to  spend 
around  £lm  on  television  in  all  major  areas 
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during  the  following  12  months.  LRC 
Products  Ltd,  North  Circular  Road , 
London  E4  8QA. 

Weighty  problem 

Figure  Trim  8  slimming  supplement  is 
currently  featuring  a  "Guess  the  weight" 
competition  using  Dilberta,  the  Sri-Lankan 
elephant  from  London  zoo. 

First  prize  is  a  £500  cheque  which  will 
go  to  the  person  whose  estimate  is  nearest 
to  Dilberta's  actual  weight.  There  are  two 
second  prizes  of  £50  health  food  hampers 
and  50  runners-up  prizes  of  Figure  Trim  8. 
Food  Supplement  Co  Ltd,  Seymour 
House,  79  High  Street,  Godalming, 
Surrey. 

Herbal  expansion 

Potter  &  Moore  are  expanding  their  herbal 
range  by  introducing  bath  and  shower  gel 
in  an  easy-to-hold  non-breakable 
container  with  hanging  cords. 

Lightly  fragranced,  the  gel  has  been 


formulated  with  a  gentle  creamy  formula 
for  cleansing  the  body  and  is  also  suitable 
for  washing  hair,  says  the  company. 

Packaged  in  300ml  units,  the  herbal 
bath  and  shower  gel  (£2.65)  is  available 
during  June  and  July  at  £2.25. 

The  travelling  companion,  containing 
50ml  bottles  of  shampoo,  cream  bath  oil 
and  hand  and  body  lotion,  is  reduced  from 
£2.65  to  £2.25  for  June  while  stocks  last. 
Potter  &  Moore,  Lincoln  Road, 
Werrington,  Peterborough  PE4  6LB. 


Classic  Sales 
look  to  chemists 

Classic  Sales,  distributors  of  Marbert  and 
Balenciaga,  are  aiming  to  "considerably 
strengthen"  chemist  distribution  as  part  of 
a  growth  programme  for  1986. 

Steve  Mason,  managing  director  says 
that  since  Classic  Sales  took  over 
distribution  a  year  ago  they  have  seen  a 
"tremendous"  growth  in  market  share  for 
Marbert  Man  and  a  re-awakening  of 
interest  in  the  Balenciaga  lines.  The 
company  hopes  to  increase  chemist 
distribution  to  about  400  from  its  current 
100. 

Marbert  Man  will  be  supported  with  a 
£100,000  pre-Christmas  women's  Press 
campaign.  A  starter  kit  (£4.95),  containing 
after  shave  (25ml),  eau  de  cologne  (25ml), 
travel  soap  (40g)  and  double  action 
moisture  cream  (10ml)  will  be  available 
from  mid-May  onwards. 

Also  new  is  a  24-hour  anti-perspirant 
spray  (150ml),  launched  at  an  introductory 
price  of  £3.95  (normal  price  £5.95). 

Turning  to  the  Balenciaga  fragrance 
lines,  Classic  Sales  are  relaunching 
Prelude  and  Le  Dix  in  the  medium  price 
range.  For  example,  Prelude  parfum 
(Vioz)  will  now  retail  at  £12.95,  compared 
to  an  old  price  of  £22.50.  Le  Dix  parfum 
will  sell  at  £12.95  compared  to  £16. 

Both  ranges  will  be  merchandised  for 
the  first  time  in  display  units  with  pricing 
levels  as  follows:  Prelude  perfume  (Vioz, 
£12.95),  parfum  de  toilette  (50ml,  £10.95; 
30ml,  £7.95),  eau  de  toilette  flacon  (50ml, 
£7.95),  eau  de  toilette  vaporiser  (50ml, 
£8.95;  30ml,  £6.95),  eau  de  toilette 
atomiser  (30ml,  £4.95).  Le  Dix  women's 
designer  fragrance:  parfum  flacon  (V40Z, 
£12.95),  eau  de  toilette  (50ml,  £7.95),  eau 
de  toilette  atomiser  (60ml,  £8.95;  30ml, 
£4.95),  eau  de  parfum  spray  (30ml,  £7.95). 

Quadrille  by  Balenciaga,  first 
launched  in  1948  and  discontinued 
worldwide  in  1982,  is  to  be  relaunched 
exclusively  in  the  UK  as  a  30ml  EDT  spray 
(£4.95).  Classic  Sales  Ltd,  Warton  House, 
150  High  Street,  London  E152NE. 
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Cold  and  comfort 
with  Alcon 


Two  additions  are  being  made  to  the 
Alcon  range  of  contact  lens  care  products, 
distributed  by  Kirby  Warwick  OTC 
division. 

The  Softab  System  is  a  cold  chemical 
disinfection  kit  for  all  soft  lenses  and 
comprises  tablets  of  sodium 
dichloroisocyanurate  and  Salette  sterile 
saline  solution.  Together  with  Pliagel,  the 
cleaning  solution,  they  form  a  complete 


lens-care  regime.  (Softabs  32,  £2.30; 
Salette  10ml  sachets  30  £2.95,  60  £5.30). 

The  Softab  system  uses  chlorine  as  the 
sterilising  medium,  which  at  this 
concentration  of  3ppm  in  10ml  of  Salette  is 
said  to  be  four  times  more  effective  in  its 
disinfecting  action  than  chlorhexidine  but, 
unlike  many  conventional  solutions, 
causes  no  irritation.  It  is  free  from 
preservatives  so  avoiding  the  possibility  of 
allergic  reactions,  and  the  unit-dose 
presentation  means  there  is  no  waste. 

Alcon  will  be  ensuring  professional 
endorsement  by  supplying  free  starter 
packs  for  opticians  to  give  to  patients  with 
their  first  contact  lenses.  The  packs  will 
include  standard  sizes  of  Pliagel  cleaner, 
30  sachets  of  Salette,  Softabs,  Adapettes 
and  a  lens  case  in  a  presentation  box. 


Additional  support  will  be  advertising  in 
the  ophthalmic  trade  Press,  support 
materials,  public  relations  seminars  and 
exhibitions. 

The  second  new  addition,  Adapettes, 
are  comfort  drop  which  can  be  instilled 
into  the  eye  while  the  lenses  are  being 
worn.  The  solution  in  plastic  eye  dropper 
(10ml,  £1.90)  contains  hypromellose  and 
thiomersal.  One  or  two  drops  are  instilled 
into  the  eye  as  often  as  necessary. 

Adapettes  are  claimed  to  be  the  only 
comfort  drops  compatible  with  all  types  of 
lenses  (hard,  gas  permeable  or  soft)  and 
they  are  also  compatible  with  lenses 
maintained  by  non-Alcon  products. 

The  product  is  being  professionally 
detailed  to  opticians  and  is  included  in 
Softab  packs.  Kirby -Warrick  OTC 
division,  MildenhalJ,  Bury  St  Edmunds, 
Suffolk  IP28  7 AX. 


Under  pressure 

Brinmark  are  launching  to  the  chemist 
trade  the  Decubicare  range  of  anti- 
pressure  pads  —  up  till  now  mainly 
available  through  hospitals. 

The  product's  properties  include  even 
distribution  of  pressure  so  reducing  the 
need  to  turn  patients;  effective  air 
circulation  to  BS  4578;  non-toxic  and  non- 
irritant  to  the  skin.  It  is  suitable  for  placing 
directly  against  the  skin. 

Decubicare  is  composed  of  either 
grade  A  polyester  high  pile  fabric  with 
latex  backing  or  grade  XL  high  pile  fabric 
with  additional  foam  laminated  backing. 
Both  fleece  and  backing  are  flame 
retardant  to  DHSS  and  British  Standard 
reguirements. 

Products  available  to  chemists  include 
elbow  (£9.97-£12.63),  knee  (£8.83)  and, 
heel  protectors  (£7.69-£13.20),  and  anti- 
pressure  pads  (£4.57-£29.50).  Brinmark 
Ltd,  Nether  Street,  London  N3 1RL. 


Saline  spray 
from  Contactasol 

Contactasol  are  launching  Solar  saline 
spray  —  a  new  buffered,  isotonic  saline 
solution  for  contact  lens  users,  which  is  in 
aerosol-form  and  free  of  preservatives. 

The  aerosol  product  available  in  275ml 
(£1.98)  and  115ml  (£1.55)  sizes,  has  been 
buffered  to  a  pH  of  around  7.2.  "The 
buffering  system  will  avoid  the  risk  of  the 
pH  dropping  to  an  acidic  level,"  says  the 
company. 

Solar  saline  may  be  used  for  heat 
disinfection  and  rehydration  of  soft  contact 
lenses  and  rinsing  of  all  types  of  lenses. 

A  variety  of  counter  and  window 
display  material  is  available  including  a 
showcard,  counter  display  and  product 
crowners.  Contactasol  Ltd ,  Huxley 
Towers,  Claygate,  Esher,  Surrey 
KT100TL. 

Attache  OTC 

Altacite  plus  is  being  promoted  OTC  from 
May  5.  Roussel  are  putting  £150,000 
behind  the  brand,  concentrating  on 
women's  Press. 

Packs  of  20  tablets  and  100ml 
suspension  will  retail  at  £1.70  each. 

The  trade  price  for  an  outer  of  12  will 
be  £11.83,  invoiced  as  £9.86  until  May  24. 
Roussel  Laboratories  Ltd,  Broadwater 
Park,  North  Orbital  Road,  Uxbridge, 
Middlesex  UB9  5HP. 


Midges  worit  bite 
YOURcustomers. 


The  ultimate  deterrent  to  mosquitoes,  midges 
and  most  biting  flies  -  offering  complete 
protection  for  up  to  8  hours  per  application  due 
to  high  levels  of  DEET. 

In  normal  use  it  is  safe,  stainless, 
virtually  odourless. 

Backed  by  National  Advertising.  Stock  it. 
Display  it.  Sell  it.  Customers  benefit  so  will  you. 


From  your  usual  Wholesaler,  or 
in  case  of  difficulty  from:  Arun  Valley 
Trading  Ltd.,  Pulborough,  W.  Sussex 
RH20  1ER  Tel:  Fittleworth  (079882)  482 
Telex:  847508  AMAZON  G. 

Jungle  Formula 


Prices:  50ml  Bottle  Qty.  12.  £15  +  VAT  RRP  £2.25  each.  100ml  Aerosol  Qty.  12.  £18  +  VAT.  RRP  £2.99  each 
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COUNTERPOINTS 


Vestries  second 
First  Lady... 


Vestric's  First  Lady  promotion  is  to  kick  off 
in-store  for  the  second  time  round  in  July. 
The  big  difference  this  year  is  the  non- 
participation  of  TV  Times  magazine. 
Instead,  each  First  Lady  pharmacy  will  be 
given  an  initial  50  copies  of  the  magazine 
to  sell  at  £0.50  each. 

The  magazine  will  be  similar  to  last 
year's  publication,  a  middle-market  glossy 
aimed  at  women  of  25  years  upwards. 
Editorial  control  is  with  Vestric  and 
organisers  Eliot-Marshall,  a  Manchester- 
based  PR  consultancy. 

Content  will  be  very  much  geared  to 
retail  pharmacy,  chemist  products  and 
their  use  in  helping  women  make  the  best 
of  their  appearance  —  this  was  not  so 
obvious  in  1984,  say  Vestric. 

"Advertising  will  be  exclusively  for 
products  that  can  be  obtained  in  retail 
pharmacy.  Only  products  from 
manufacturers  who  support  First  Lady  will 
be  featured.  'Advertorial'  went  down  well 
last  year  and  will  be  extended,  offering 
more  companies  a  chance  to  participate." 

The  competition  associated  with  the 
promotion  is  being  run  along  similar  lines 
to  last  year's,  which  attracted  a  high 
quality  of  entrant.  Sponsoring 
manufacturers  will  be  able  to  get  involved 
in  judging,  sampling  and  demonstrations. 

Regional  finals  will  be  held  in  four 
locations  in  late  Autumn,  and  the  final  in 
January.  A  higher  profile  is  to  be  given  to 
local  and  trade  PR  and  a  Press  campaign  is 
planned  for  August. 

Pharmacists  participating  will  be 
provided  with  a  counter  dispenser  for 
displaying  the  magazine,  which  Vestric 
hopes  will  encourage  wider  purchase. 
Provision  to  supply  a  further  50,000  copies 


to  participants  has  been  made.  Without 
the  TV  Times  connection,  there  will  be  no 
newsagent  distribution  this  year.  The  tie- 
up  provided  certain  problems,  the 
company  says. 

A  sales  drive  of  the  packaging  through 
Vestric  representatives  is  planned.  Vestric 
Ltd,  West  Lane,  Runcorn,  Cheshire. 


•••plus  more 
coupons 

Vestric  is  to  expand  its  Vantage  Lifestyle 
wholesaler  couponing  programme 
nationwide  in  July.  It  has  recently  had 
trials  in  Liverpool  and  Cardiff  (C&D  April 
6,  P674). 

The  scheme  involves  the  distribution  of 
free  A5  sized  glossy  colour  booklets  to 
households  within  a  catchment  area 
described  by  selected  Vantage  members. 
The  front  cover  of  the  booklet  shows  the 
name  and  address  of  the  chemist  and 
contains  £6.50  of  money-off  coupons,  plus 
advertising,  topical  information  and 
competitions. 

Vantage  members  will  be  recruited 
into  the  scheme  by  the  Vestric  salesforce 
over  the  next  two  months  —  it  will  not, 
however,  be  open  to  every  member.  The 
chemist  will  be  asked  to  order  the  number 
of  booklets  he  requires  (2,000-3,000), 
select  the  area  for  distribution,  and  sign  a 
document  declaring  his  intention  to 
support  the  project  and  to  return 
redeemed  coupons. 

The  local  Vestric  depot  will  deliver 
sealed  parcels  of  booklets  to  the  shop.  An 
appointed  distribution  agency  will  collect 
and  distribute  them  in  the  predetermined 
area  within  a  few  days  of  receipt. 

A  21  day  complaint  period  is  allowed 
during  which  time  the  chemist  should 
notify  the  organisers  of  any  distribution 


be  Prepared  with 


SHOO! 


INSECT  REPELLENT 
NON-GREASY  •  ODOURLESS 


FOR  ANGLERS,  CAMPERS.  GARDENERS.  AND 
ALL  OUTDOOR  PURSUITS 

Shoo  Insect  Repellent  is  guaranteed  effective,  long 
lasting  and  economical.  Handy  pocket  size, 
unbreakable  bottle.  It  is  cosmetically  SAFE  on  the 
skin.  (Contains  no  Toluamides).  Available  at  most 
tackle  shops,  chemists  and  general  stores. 


Shoo  is  used  by  Forestry  Workers  in  the  thick  Highland  woods  where  the 
insects  are  most  voracious  and  it  is  found  to  be  highly  successful. 
MADE  BY  A.P.  C HUMMING,  W00DS1DE  LABS,  BLAIRMORE,  ARGYLL. 
TEL:  036-984-265 

Sales  direct  or  through  UNICHEM. 


queries  on  a  "hot  line"  set  up  for  the 
purpose. 

The  coupons  are  valid  for  60  days  and 
can  be  exchanged  in  part  payment  for 
specific  products.  Vantage  members  will 
be  provided  with  stationery  for  the  return 
of  coupons  via  the  local  Vestric  branch. 

The  same  standard  book  is  offered 
countrywide.  Vantage  members  will  have 
to  pay  a  token  sum  to  cover  printing  and 
distribution  costs,  but  the  scheme  should 
be  largely  self-finacing. 

Lifestyle  advertises  a  specific  shop, 
allowing  Vantage  members  to  reach 
around  9,000  potential  buyers,  yet  sell 
products  (which  may  be  on  promotion)  at 
full  price,  say  Vestric. 

The  scheme  has  been  discussed  from 
the  ethical  side  by  the  Pharmaceutical 
Society  Council,  but  no  objections  made. 
Vestric  Ltd,  West  Lane,  Rucorn,  Cheshire 
WA72PE. 


ON  TV 
NEXT  WEEK 


G  Grampian                U  Ulsler 

B  Border                       G  Granada 

CCentral  AAngba 

CTV  Channel  Islands      TSW  South  West 

LWT  London  Weekend   TTV  Thames  Televisio 

Ci  Channel  4               Bt  TV-am 

STV  Scotland 
Central 
Y  Yorkshire 
HTV  Wales  &  West 
n   TVS  South 
TTTyneTees 

Alberto  Jojoba  range: 

TVS 

Askit  powders: 

TVS 

Baby  Fresh: 

All  areas 

Babyliss  hair  removal  system 

G,Y,C4(C) 

Benylin: 

Y,LWT,TTV 

Bowater  Scott's  Baby  Fresh: 

Bt 

Calgon: 

A,TVS,TTV 

Candarel  Spoonful: 

TVS 

Cidal: 

Bt 

Farley's  Rusks: 

All  areas 

Hedex: 

All  areas 

Jaap's  health  salts: 

TVS 

Lis  terms: 

G,LWT,TTV 

Mennen  Speedstick: 

All  areas 

Nuroien: 

All  except  Bt 

Old  Spice: 

All  areas 

Pretty  Polly  Sheer: 

All  areas 

Radox  bath  salts  and  herbal  bath:    All  areas 

Scholl  Soft-step  sandals: 

All  areas 

Simple  skin  care:             C4  (TTV,C,A,TVS) 

Sweetex: 

C4,Bt(all  areas) 

Vaseline  petroleum  jelly: 

Bt 

Wrigley's  Freedent: 

HTV 
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ARE  YOU  STOCKING 

THE  No.1 
CONTENDER? 


\ '  0 
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Until  now  the  £38  million  man  size  tissue 
market  has  been  dominated  by  the  same 
old  conservative  products,  but  Sportique  is 
going  to  change  all  that...  we're  going  to 
leave  the  rest  of  the  packs  standing! 

The  combination  of  traditional  product 
performance  qualities  —  softness  and 
strength,  even  when  wet  —  coupled  to 
attractive  modern  packaging  with  unisex 
appeal  and  continuous  sporting  offers 
means  we  're  going  to  stay  a  long  jump 
ahead  of  the  competition. 


Excellent  product  performance  — 

softness  and  strength...  even  when  wet. 
Competitive  pricing  — 
guaranteed  to  give  profits. 
Modern  packaging  — 
designed  for  the  target  market. 
Sports  theme  — 

aimed  at  ABC  1  young  people  (15-34  age 
range)  with  leisure  time  to  spare  and  high 
disposable  income  — 
the  largest  repeat  purchasers! 


(  FORT  STERLING  ) 


Mansell  Way,  Horwich,  Bolton  BL6  6JL. 
Tel:  Bolton  (0204)  6861 1 .  Telex:  63323  FORT  S. 


ALL  SET  TO  BE 
THE  FRONT  RUNNER! 


"FT"  COUNTERPOINTS  —  ■ 


Gluconates  from 
Booker  Health 


Booker  Health  are  launching  five 
gluconates  into  the  Healthcrafts  range: 
zinc  (£1.45);  iron  (£1.45),  calcium  (£2.20), 
manganese  (£0.95)  and  potassium  (£2.20). 

Each  of  the  new  products  is  produced 
using  natural  raw  materials.  Starch  is 
extracted  from  potatoes,  glucose  from  the 
starch  and  gluconic  acid  from  the  glucose 
The  respective  minerals  are  then 
combined  with  the  gluconic  acid  and  this 
forms  an  organic  molecule  which  is  better 
absorbed  than  equivalent  non-organic 
compounds,  says  the  company. 

"Though  the  minerals  are  carried  into 
the  absorption  system  by  sugars  the 
calorific  value  is  negligible  —  about  0.4 
calories  per  unit,"  say  Booker  Health 
Foods,  Healthways House,  45 Station 
Approach,  West  ByGeet,  Surrey. 


Sloane  range 

Sloane  Street  is  the  name  of  a  new  range  of 
toiletries  to  be  launched  by  Taylor  of 
London. 

The  range  features  a  new  fragrance 
which  is  described  as  a  traditionally 
English  floral  bouquet  with  top  notes  of 
jasmine  and  rose  blended  with  spicy 
oakmoss  and  sandalwood.  The  Sloane 
Street  range  comprises  toilet  water  spray 
(£7.75),  dusting  powder  (£8.50)  packaged 
in  a  white  and  gold  drum  with  pastel  blue 
puff  with  ribbon  trim,  concentrated  bath 
essence  (£7.50)  and  toilet  soap  (£3.65). 
Taylor  of  London,  The  Dean,  Alresford, 
Hants.   

Pond's  fragrance 
offers  

Chesebrough  Pond's  are  offering  a  special 
value  open-carton  pack  (£6.75)  containing 
a  43ml  Cachet  eau  de  toilette  spray  and  a 
free  150ml  cachet  hand  and  body  lotion. 

A  limited  edition  of  the  35ml  Cachet 
EDT  spray  will  be  available  from  the  end  of 
May  at  the  special  price  of  £3.95.  A  pre- 
pack containing  18  cartoned  35ml  EDT 
sprays  with  a  display  card  is  obtainable. 
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The  company  are  also  offering  a  free 
150ml  Chimere  hand  and  body  lotion  with 
the  cartoned  22ml  EDT  spray.  They  are 
packed  in  an  open  duo  carton  and  will 
retail  at  £4.25. 

Aviance  and  Aviance  Night  Musk  are 
to  be  available  in  9ml  trial  size  sprays  to 
retail  at  £1.25.  A  pre-pack  containing  18 
of  each  uncartoned  variant  is  available. 

A  cartoned  EDT  spray  in  a  13ml  size 
(£2.50),  will  also  be  introduced  in  Aviance 
and  Aviance  Night  Musk.  Chesebrough  - 
Ponds  Ltd,  PO  Box  242,  Consort  House, 
Victoria  Street,  Windsor,  Berks. 

Cleaning  up 
with  4711  

Alberto  Culver  are  launching  a  range  of 
bath  products  incorporating  the  4711  eau 
de  cologne  fragrance. 

The  range  will  comprise  a  foam  bath 
(200ml);  a  body  lotion  (200ml);  a  hair  and 
body  shampoo  (100ml  tube);  talc  (lOOg) 
and  a  spray  deodorant  (125ml).  All  the 
products  will  retail  at  £3.95.  Steve  Barker, 
product  manager  says,  "We  hope  the  4711 
range  of  bath  products  will  appeal  to 
today's  young  and  "sporty'  consumer." 

The  4711  bath  range  will  be  packaged 
in  line  with  the  other  products  in  the 
collection  in  gold  and  turquoise.  Alberto  - 
Culver  Co,  Houndsmill  Industrial  Estate, 
Telford  Road,  Basingstoke,  Hants. 


Biggest  push  yet 
for  Bergasol 

Chefaro  are  supporting  Bergasol  with  an 
advertising  spend  of  over  £500,000  this 
year  —  the  company's  heaviest  campaign. 

The  campaign  will  run  from  May  to 
August  and  will  feature  the  "two  Bergasol 
girls".  In  addition  to  general  young  and 
fashion  women's  interest  magazines, 
advertisements  will  also  be  appearing  in 
The  Face  and  Blitz  —  both  unisex  fashion 
trend  magazines. 

"We  are  appealing  more  to  the  male 
market  in  1985  which  now  accounts  for 
one  fifth  of  all  sun  prep  purchases,"  say 
Chefaro  Proprietaries  Ltd,  Science  Park, 
Milton  Road,  Cambridge  CB4  4BH. 

On  the  air 

Sanatogen  will  be  supported  with  a 
£200,000  radio  campaign. 

All  independent  local  radio  stations 
are. broadcasting  the  commercial  three 
times  a  day  on  three  consecutive  days  of 
the  week  until  mid-May. 

Sanatogen  is  manufactured  and 
distributed  by  Fisons  and  not  as  stated  in 
Chemist  &  Druggist  last  week.  Fisons  Ltd, 
pharmaceutical  division,  12  Derby  Road, 
Loughborough,  LeicsLEll  0BB. 


Loctite  add 
Xtra  glue  

A  new  Superglue  that  stays  where  it  is 
placed  —  even  when  used  on  overhead 
and  vertical  surfaces  —  that  is  the  claim 
Loctite  UK  are  making  about  Superglue 
Xtra  (3g,  £1.99). 

The  new  adhesive,  available  in  cartons 
of  24  (£27.68  ex  VAT),  is  a  clear  thick  gel 
which  does  not  run  or  drip  and  will  not 
soak  into  porous  material  such  as  leather 
or  cork.  It  has  the  ability  to  bond  in 
seconds,  says  the  company. 

"Superglue  Xtra  is  expected  to  expand 
the  superglue  market,  currently  worth  £8m 
at  retail  selling  price  with  Loctite 
Superglue  accounting  for  80  per  cent," 
says  marketing  manager  Chris  Goldrick. 

"With  the  thicker  Superglue  Xtra  we 
expect  to  attract  customers  who  have  been 
forced  in  the  past  to  use  slower  mix-and- 
mess  glues." 

Loctite  will  be  supporting  the  product 
with  £500,000  of  television  advertising  in 
mid- June. 

A  trade  introductory  pack  comprising 


24  cards  each  of  Superglue  3  and 
Superglue  Xtra  will  include  five  free  cards 
of  the  new  adhesive.  These  cards  enable 
retailers  to  offer  consumers  a  more 
competitive  price  or  make  an  extra  profit 
of  11  per  cent,  say  Loctite  UK,  division  of 
Loctite  Holdings  Ltd,  Watchmead, 
Welwyn  Garden  City,  Herfordshire. 
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LADTFON 

GOE50IC 


After  many  years  as  a 
prescription  favourite  Labiton  is 
now  available  in  a  new  OTC  pack. 

The  new  200  ml  bottle  will  be 
sold  exclusively  through  retail 
pharmacies  and  has  been 
designed  to  brighten  your  shelves 
and  to  empty  them  quickly! 

The  Labiton  Kola  and  Vitamin 
formula  is  tried  and  trusted  and 


r 

Elixir  for  physical 
and  men'a  faligw 

LADTFON 

KOLA  TONJC 

Give  depre^ed 
prof  ib  a  tonic 

Take  advantage  of  the  bonus  period  to  boost 
profits.  Order  immediately  by  returning  the 
FREEPOST  coupon. 

Orders  will  receive  discount  at  14/Doz  plus  normal  wholesale 
terms.  Please  order  in  multiples  of  1  Doz 
Order  as  many  times  as  you  like  until  the  Bonus  period  ends 
31  July  1985. 

Labiton  200  ml    trade  price  91  p  retail  price  £1.57. 


pleasant  to  taste.  It  contains 
natural  extract  of  Kola  Nuts  and 
caffeine  to  overcome  tiredness 
and  listlessness  plus  Vitamin  B,  to 
make  up  deficiency  resulting  from 
recent  illness  or  anorexia. 

When  your  customers  buy 
Labiton  Kola  Tonic  we  expect  them 
to  come  back  for  more. 

Labiton  is  a  trademark 


Orders  received  during  the  bonus  period  will  be 
supported  by  attractive  in  store  display  material. 


Please  tick  wholesaler  of  choice  and  write  in  branch 

□  Macarthys  Ltd  

□  Unichem  Ltd  

□  Vestnc  Ltd/AAH  


□  Other  Wholesaler  

Please  arrange  for  me  to  receive  the  following  Labiton  bonus  order: 
 dozen  (Please  fill  in  quantity) 

Name  


Address 


Return  to  LAB  Ltd.,  FREEPOST  91  Amhurst  Park,  London  N16  5BR 


Tampax  pron 
pay  the  bearer  1 

Now  you  can  make  money  as  tion,  any  of  your  customers  whj 

easily  as  the  Bank  of  England.  sends  in  8  holiday  tokens  with  he 

Because  Tampax  are  printing  notes  booking  form  is  being  sent  £5 

for  you.  worth  of  shopping  vouchers. 

Through  our  holiday  promo-        To  make  sure  you  get  a  holida 


L  IS  REMI 


CHER 


■ 

: 

t  ®  •  • 

«   «  © 


iseto 
3  to  £50. 


a 

bonus  too,  you're  named  as  the 
:hief  cashier. 

This  means  the  notes  are  only 
egal  tender  in  the  store  where  the 
lampax  tampons  were  bought  So 


our  paper  money  will  give 
you  a  monopoly  on  all  their 
other  purchases  as  well. 

The  vouchers  come  in 
denominations  of  £5  which 
makes  them  easier  for  your 
customers  to  spend  and 
easier  for  you  to  accept  since 
no  change  can  be  given. 

After  the  vouchers  have 
been  exchanged  by  you, 
Tampax  will  exchange  them 
for  cash. 

Of  course,  only  the  best 
selling  brand  in  the  health 
and  beauty  market  could 
actually  pay  customers  to 
shop  at  your  store. 

And  a  grand  total  of 
£50  spending  money  for  every 
holidaymaker  means  this  is  an 
offer  you  simply  can't  afford  to 
miss  out  on. 

Especially  when  the  holiday 
promotion's  got  off  to  such  a 
flying  start 

With  the  special  packs  going 
off  your  shelves  and  people  going 
on  holiday,  it'll  pay  you  to  stay 
well  stocked  up. 

For  the  more  packs  you  sell, 
the  more  vouchers  will  be  returned. 

Then  we'll  keep  our  promise 

to  help  you  tAMDAY 
break  the  bank 1  "f  v  1  *r 


'  I AMf.fi' AN [>'.".  i.  iMlTf  r,  HAVAUT  HAMPSHIftf 


COUNTERPOINTS 


Watching  the 
women's  Press 

The  following  column  lists  advertisements 
for  chemist  merchandise  due  to  appear  in 
the  IPC  women's  Press.  The  magazines  are 
divided  into  three  categories  —  weeklies 
(W),  monthlies  (M)  and  magazines  aimed 
at  the  younger  end  of  the  market  (Y). 

The  monthly  magazines  are  the  May 
editions. 

Alberto  Culver:  M 
Ashe  Maws  baby  products:         W  M 
Mint  Cool:  Y 
Sherleys:  W  M 

Vitapointe:  M  Y 

Bayer  Nutra  Sweet:  Y 
Beechams  Diacalm:  W 

Germaloids:  W  M 

Germolene:  W 
Quickies:  WMY 
Ribena:  M 
Shaders  &  Toners:  M  Y 


Bickiepegs: 

M 

H  J  Heinz  baby  food: 

M 

Crookes  Products  Femfresh: 

W 

Holland  &  Barrett: 

W 

Nurofen: 

W 

ICC  Anbesol: 

M 

Bowater  Scott  Andrex: 

W  M 

Bisodol: 

M 

Fiesta: 

W  M 

Immac: 

British  Chemotheutic  Nylax: 

W  M 

Preparation  H: 

M 

Brodie  &  Stone  Jolen: 

M 

Seclodin: 

Care  Cepton: 

M 

Johnson  &  Johnson  Carefree: 

M 

Carter  Wallace  Discover  2: 

Y  ' 

K  Y  jelly: 

W 

Chanel: 

M 

Vespre: 

W  M 

Charles  of  the  Kitz: 

M 

G  R  Lane  Maxi  Vit: 

M 

Chattem  Muaa: 

M  Y 

Quiet  Life: 

TAT    \  / 
W  M 

Sun-in: 

M  Y 

HI     .           |  . 

Tnmline: 

W 

Chefaro  Bergasol: 

Y 

Larkhall  Labs  Lipcote: 

M 

Chesebrough  Ponds 

Estee  Lauder: 

M 

Gentle  Touch: 

M 

Liha  White  Contour: 

M 

Hawaiian  Tropic: 

Y 

Lil-lets: 

Clarins: 

M 

Louis  Marcel  strip  wax: 

Combe  Lanacane: 

WMY 

Mason  Pearson: 

M 

Cow  &  Gate: 

M 

Max  Factor  Jhirmack: 

Cuxson  Gerrard  Carnation  corn 

Mentholatum  Stop  n'  Grow: 

caps: 

W  M 

Milupa:  „ 

M 

DDD  Blisteze: 

M  Y 

Neutrogena: 

M 

Dentinox: 

W  M 

Newton  Bikini  Bare: 

Stain  Devils: 

W  M 

Nicholas  Labs  Almay: 

Christian  Dior: 

M 

Complain 

W 

Elida  Gibbs  Cream  Silk: 

W  Y 

Kwells: 

W 

Farleys: 

M 

Numark: 

W 

Blocked  Nose 

Headache 

Sinusitis 

Triogesic.  Analgesic  and 
decongestant. 


COUNTERPOINTS 


L'Oreal  Ambre  Solaire: 

Y 

Belle  Color: 

W 

Color  Glo: 

w 

Duo  Tan: 

w 

Elnett: 

w 

Peaudouce: 

M  Y 

Pharmax  Effico: 

W 

Phillips  Petcare: 

M 

Potters  Diurtabs: 

M 

Proctor  &  Gamble  Pampers: 

M 

Projectina  Vanish: 

W  M 

Rapidol  Inecto: 

W  M  Y 

Reckitt  &  Colman  Senokot: 

M 

Revlon: 

Y 

Richards  &  Appleby  Buf-puf: 

Y 

Richardson  Vick: 

Moncler  derma: 

M 

Rimmel: 

M 

Robins  Chapstick: 

M 

Vidal  Sassoon: 

M  Y 

Smith  &  Nephew  Nivea: 

WMY 

Tampax: 

W  Y 

Thompson  Aqua  Ban: 

M  Y 

Bran  Slim: 

Y 

Slimline: 

W 

Vichy: 

M 

Wella: 

M  Y 

Windsor  Enterosan: 

W 

Between  the 
streets*  •  • 

Fort  Sterling  are  launching  Options 
bathroom  tissue  (two  rolls,  £0.51), 
available  in  six  shades. 

"The  320-sheet  roll  has  14  per  cent 
more  sheets  than  the  brand  leader  and  at  a 
very  competitive  price,"  says  the 
company.  POS  material  comprises  shelf 
talkers  and  presenter  card. 

An  on-pack  promotion  offers  the 
consumer  Option  towels.  Fort  Sterling 
Ltd,  Mansell  Way,  Horwich,  Bolton 
BL66HC. 

Chase  the  sun 

A  holiday  for  two  in  Barbados  is  top  prize 
in  a  Bristol  Myers  competition  exclusively 
for  retail  chemists. 

One  entry  is  permitted  for  each  order 
of  24  dozen  assorted  Bristol  Myers/Clairol 
products  and  all  have  to  be  in  for  August 


23.  Entrants  have  to  answer  five  questions 
and  complete  a  tie  breaker.  Bristol  Myers 
Co  Ltd,  Stamford  House,  Station  Road, 
Langley,  Bucks  SL3  6EB. 


Lilia  offer 


Lilia-White  are  promoting  Stick-on  Lilia 
press-on  towels. 

During  May  and  June,  special  price 
marked  packs  will  be  flashed  39p  for 
regular  and  43p  for  super,  a  saving  of 
around  seven  pence  on  normal  retail 
prices.  Lilia  White  Ltd,  Alum  Rock  Road, 
Birmingham  B8  3DZ. 


Addis  chips 


Addis  are  putting  £3/<im  in  television 
advertising  behind  their  Wisdom  brand  of 
toothbrushes. 

Following  a  similar  format  to  last  year's 
computer  generated  advertisement  the 
campaign  runs  from  May  13  to  July  21 
nationally  on  ITV,  Channel  4  and  TVam. 
Addis  Ltd,  Brushworks,  Hertford. 


Runny  Nose 
Congestion 
Allergy 

Triominic.  Antihistamine 
and  decongestant. 
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THREE... 


FOR  7HE  PRIG 
OF  ONE. 


When  your  customers  want  relief 
from  dysmenorrhea,  there's  no  compari- 
son to  Feminax. 

Beca  use  Feminax  is  specially  form  u- 
lated  to  help  against  dysmenorrhea  with 
not just  one  but  three  separate  treatments. 
Each  targeted  at  the  specific  problems 
associated  with  dysmenorrhea.  Firstly  it's 
the  only  dysmenorrhea  treatment  with 
hyoscine  hydrobromide  to  relax  the 
muscle  spasms  associated  with  uterine 
cramp.  Secondly  it  contains  paracetamol 
and  codeine  phosphate  to  get  to  work 
on  back-ache,  headache  and  sore  breasts. 
And  thirdly  as  a  gentle  pick-me-up, 
caffeine  monohydrate. 

Don't  forget,  even  your  youngest 
customer  is  conservative  when  she's 
suffering  with  dysmenorrhea.  She  wants 
the  product  she  knows  works  gently  and 
fast  for  her  She'll  feel  comfortable  with 
Feminax  -  the  one  she  has  seen  adver- 
tised and  recommended  for  years  in  her 
favourite  magazines.  She  may  even  have 
received  advice  from  Angela  Ward,  the 
Feminax  period  problem  advisory  ser- 
vice. Or  even  one  of  our  helpful  booklets 
or  Period  Survival  Packs.  All  reassuring 


her  that  Feminax,  the  top-selling  dysmen- 
orrhea treatment,  really  understands  her 
needs. 

You  too  can  be  assured  that  advertis- 
ing, promotions  and  public  relations 
activity  continues  and  will  ensure  that 
Feminax  remains  the  most  heavily  de- 
manded treatment  for  dysmenorrhea. 
Now  there  is  a  new  display  tower  and  a 
new  shelf  strip  too. 

Making  it  even  easier  to  choose 
Feminax  above  others. 

There  is  still  no  better  period  pain 
reliever  than  Feminax. 

Nicholas  Laboratories  Ltd.,  225  Bath 
Road,  Slough  SL1 4AU. 


Feminax.  We  understand  women. 


IT'S  WORTH  CELEBRATING  OUR  BIRTHDAY 
WITH  A  FEW  BOTTLES. 


With  the  aid  of  a  few  bottles 
you  can  make  our  centenary  a 
very  memorable  occasion  indeed. 

You  see,  1985  is  shaping  up 
to  be  a  vintage  year  for  Nursery 
feeders  and  teats.  But  then  when 
you  consider  the 
reputation  we've 
got,  they're  bound 
to  be  a  sparkling 
success. 

To  start  with,  you 
can  take  it  as  read 
that  our  stand- 
ard Freflo  feeder 
will  perform  as 
well  as  ever. 
Then  there's  our  newest  ar- 
rival, the  Freflo  Shaped  feeder.  It 
boasts  a  unique  Freflo  Shaped 
teat  that  closely  resembles  the 
shape  of  a  mother's 
nipple  during 
feeding. 

And  because 
babies  don't  just 
drink  milk,  meet 
the  Nursery  Juice 
feeder.  Complete 
with  its 
revolutionary 
juice  teat  and 
interchangeable  juice  trainer,  it's 
already  a  firm  favourite  too. 

With  a  range  this  good,  it's 
worth  investing  in  a  few  cases 
for  1985. 

And  while  you're  at  it,  why 
not  put  by  a  bottle 
of  the  bubbly  stuff. 
A  little  something 
to  celebrate  your 
extra  profits. 


- 


n  ■  


A  RANGE  OF  PRODUCTS  BY  GRIPTIGHT 

The  Nursery  range  of  products  includes  teats,  nipple  shields,  feeders,  soothers,  breast  pumps,  disposables  and  baby  wipes. 
Further  details  of  all  our  products  can  be  obtained  from  Customer  Services,  Lewis  Woolf  Griptight  Limited,  Oakfield  Road,  Selly  Oak,  Birmingham  B29  7EE.  Tel:  021-472  421 1 


POINTS  OF  LAW 

contributed  by  a  barrister 


Twelve  good  men  and 
true . . .  including  you? 


Jury  service  can  cause  serious 
problems  for  the  small 
businessman  with  a  small 
team  of  staff.  It's  not  possible  to 
cry  off  completely,  but  you  can 
often  get  a  deferment  if  the  call 
comes  at  a  particularly 
awkward  time. 

With  nearly  everyone  on  the  voting  register 
liable  for  jury  duty,  the  chances  are  you  or  a 
member  of  your  staff  will  eventually  be 
called  away  from  work. 

The  normal  period  of  service  is  about  two 
weeks,  but  there  is  an  outside  chance  that  a 
case  will  last  for  several  weeks.  An  absence 
could  then  be  quite  serious  from  the  point  of 
view  of  your  business.  What  can  you  do? 

You  cannot  avoid  jury  service  unless  you 
are  in  one  of  the  exempted  categories  — 
over  65,  physically  unable  to  attend,  serving 
as  a  magistrate  and  so  on. 


However,  you  can  often  get  a  deferral  of 
jury  service  to  a  more  convenient  time.  You 
should  get  in  touch  with  the  summoning 
office  as  soon  as  possible  for  a  deferment. 

If  a  trial  is  likely  to  last  for  to  last  for  more 
than  a  week  or  two,  you  will  get  a  chance  to 
say  whether  this  would  adversely  affect  you. 
In  most  cases  where  the  self-employed  are 
concerned,  jury  service  is  excused  for  that 
particular  trial.  Whilst  away,  you  can  receive 
compensation.  At  present  the  rate  is  between 
£20-£25  per  day. 

It  is  an  offence  to  impede  a  member  of 
staff  from  doing  his  jury  service  or  to 
penalise  him  in  any  way.  An  employee 
attending  jury  service  can  claim  for  loss  of 
earnings. 

Provided  your  employee  and  you  can 
agree  that  his  terms  of  service  provide  for 
deductions  to  be  made  from  his  earnings 
whilst  absent  on  jury  service,  then  you  can 
save  on  your  wage  bill  and  your  employee 
can  recover  the  money  when  he  goes  to 
serve  on  a  jury. 


Accounting  for 
your  books 

If  you  run  your  business  as  of  a  limited 
company,  it  is  worthwhile  taking  note  of 
recent  Parliamentary  questions  on  the 
failure  of  businesses  to  make  the  accounting 
returns  required  by  law. 

It  was  said  in  reply  that  large  numbers  of 
limited  companies  had  failed  to  make  their 
returns,  and  that  action  was  being  taken  to 
tighten  matters  up. 

Some  of  the  information  from  your 
annual  accounts  must,  by  law,  be  returned 
to  the  Registrar  of  Companies.  Failure  to  do 
so  can  result  in  a  fine.  You  should  ask  the 
accountant  who  audits  your  books  to 
prepare  this  return  and  send  it  in. 

You  may  or  may  not  be  aware  that  you 
are  obliged  by  law  to  have  your  accounts 
audited  annually  by  a  qualified  accountant. 
If  you  wish  to  change  your  auditor,  you  must 
do  so  in  an  approved  way. 

Strictly  speaking,  the  auditor  should  be 
appointed  at  the  first  general  meeting  before 
the  accounts  are  presented  and  he  then 
carries  on  until  the  next  annual  meeting. 

If  you  wish  to  remove  your  auditor  and 
appoint  another,  you  must  give  advanced 
notice  of  your  intention  and  give  him  the 
opportunity  of  addressing  the  meeting  and 
submitting  a  written  statement  if  he  wishes. 
Chemist  &  Druggist  4  May  1985 


When  an  auditor  wants  to  resign,  he  can 
give  notice  and  provide  details  of  his 
reasons.  A  copy  of  the  statement  must  be 
sent  to  the  Registrar  of  Companies. 

Legal,  decent 
and  honest 

Many  businesses  advertise,  if  not  in  the 
national,  then  in  the  local  press. 

In  order  to  ensure  customers  are  not 
misled  about  anyone  so  advertising,  there  is 
a  law  that  all  advertisers  must  make  it  clear 
that  they  are  doing  so  in  the  course  of 
business  and  not  as  a  private  individual. 

The  law  arose  partly  from  the  fact  than 
many  second-hand  car  dealers  were 
inserting  advertisements  in  the  classified 
columns  giving  the  impression  that  they 
were  private  individuals. 

The  advertisement  does  not  have  to  state 
specifically  that  goods  are  being  offered  in 
the  course  of  business,  but  this  should  be 
clear  to  anyone  looking  at  the 
advertisement.  The  factors  that  will  be  taken 
into  account  will  be  the  size  of  the 
advertisement,  where  it  is  placed  in  the 
paper  and  the  manner  in  which  it  is  worded. 

The  exceptions  to  this  law  are  in  the  case 
of  auctions  and  where  fruit,  vegetables, 
dead  animals,  fish  or  birds  are  gathered  by 
the  person  seeking  to  sell  the  goods. 


Giving  gifts 
and  parties 

Although  hospitality  and  gifts  have  long 
been  a  way  of  oiling  the  wheels  of  business, 
there  are  number  of  points  that  should  be 
noted. 

There  are  certain  taxation  rules  that 
govern  this  type  of  activity.  If  you  decide  to 
provide  a  party  or  entertainment  for 
employees  at  Christmas,  such  expenditure 
could  technically  be  considered  an 
emolument  for  the  people  concerned,  and 
thus  taxable. 

However,  as  a  concession,  the  Inland 
Revenue  will  not  charge  any  tax  provided 
expenditure  is  less  than  £35  per  head. 

If  you  entertain  a  potential  customer  or 
client  to  a  meal,  you  cannot  claim  the 
expenditure  as  a  business  expense  unless 
you  are  entertaining  them  with  a  view  to 
getting  an  export  order. 

Problems  may  arise  with  the  criminal 
law.  The  giving  of  the  occasional  bottle  of 
spirits  may  be  in  order  but  beyond  this,  you 
could  be  on  the  thin  line  between  illegality 
and  legality. 

If,  for  example,  you  give  someone  from 
another  firm  a  personal  reward  by  way  of 
money  or  goods  in  order  that  he  should  show 
you  favour,  then  you  are  committing  an 
offence  —  whether  the  person  accepts  or 
not. 

Again,  if  you  are  in  a  position  to  give 
someone  business,  the  acceptance  of  a  gift 
or  bribe  is  an  offence  on  the  part  of  both 
giver  and  the  receiver. 

With  public  servants  (eg  a  planning 
officer)  the  giving  of  a  gift,  even  though 
well-intentioned,  immediately  raises  a 
presumption  of  guilt  and  the  burden  will  be 
on  you  to  show  that  there  was  no  corrupt 
intention. 

With  small  gifts,  it  is  doubtful  whether 
any  criminal  intent  could  be  shown,  but 
where  you  intend  to  give  lavish  gifts  or 
hospitality,  you  should  think  very  carefully 
before  you  do  so. 
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HAIRCARE 


Opportunities  for  growth  lie 
where  customers  need  advice 


he  haircare  market  is  very  buoyant  at 
the  moment  with  predictions  for 
growth  in  almost  all  sectors. 

Ian  McPherson,  Beecham  Toiletries' 
marketing  manager  says:  "Simply  by  stock- 
ing haircare  goods  chemists  will  be  able  to 
channel  some  £200m  of  1985's  national 
haircare  turnover  through  their  tills." 

However,  Reckitt  say  that  chemists  are 
still  losing  out  to  the  multiples  though  their 
share  of  the  largest  market,  shampoos,  was 
proving  resilient.  Phil  Smith,  product  group 
manager  at  Alberto,  says  the  hair- 
care market  as  a  whole  grew  by  some  15  per 
cent  in  1984,  while  trade  through  in- 
dependent chemists  was  up  13.8  per  cent. 

It  seems  that  where  the  customer  needs 
advice,  in  colourants,  perms  and  new  styling 


aids,  the  independent  chemist  has  retained 
a  reasonable  share  —  1984  sales  have 
increased  in  the  colourant  and  home  perm 
sectors.  Chemists  have  also  captured  a 
reasonable  share  of  the  fast  expanding 
mousse  market,  say  Ehda  Gibbs. 

Chemists  could  find  opportunities  to 
pick  up  sales  in  the  hairspray  sector  because 
the  growth  in  easy-to-use  styling  aids  has 
sparked  renewed  interest. 

Hair  colouring  is  also  on  the  increase, 
say  Ehda,  and  the  independent  chemist  is  far 
better  equipped  to  offer  product  information 
and  advice  than  multiple  outlets.  This  view  is 
echoed  by  Ian  McPherson:  "By  taking 
advantage  of  this  opportunity,  which  is 
uniquely  theirs,  chemists  should  be  able  to 
boost  their  share  of  this  booming  business," 


he  says. 

The  past  year  has  seen  a  number  of 
innovations.  The  main  area  of  growth  has 
been  the  styling  agents.  Reckitt  estimate  a  57 
per  cent  sterling  growth  over  1983  while 
Alberto  put  the  increase  in  styling  mousse  at 
235  per  cent  in  value  terms. 

The  growth  of  the  mousse  market  has 
been  explosive.  Two  years  ago  C&D  noted 
only  two  products  in  the  market.  Last  year 
there  were  a  dozen  or  so  and  new  variants 
and  product  are  appearing  all  the  time. 

Another  new  area  has  been  intensive 
conditioning  treatments.  lo-ba  hot  oil 
appeared  in  October,  Alberto  V05  anti- 
dandruff  hot  oil  conditioner  in  November 
and  more  recently  Poly  extra  care  intensive 
conditioner  from  Warner-Lambert. 


Chemist  sales  resilient  as  changes 
in  washing  patterns  boost  shampoos 


oth  Elida  and  Beecham  think  there 
will  be  a  3  per  cent  real  volume 
growth  in  1985,  though  Johnson  &  Johnson 
suggest  1.5  per  cent  volume  and  3  per  cent 
sterling  growth.  Beecham  say  that  42  per 
cent  of  the  estimated  1985  UK  turnover  will 
pass  through  chemist  outlets,  including 
Boots.  Reckitt  say  independents  had  an  8.8 
per  cent  share  in  1984  with  sales  proving 
most  resilient. 

Nearly  100  nationally  distributed  brands 
^ntribute  to  sales,  but  around  half  is 
^shared  by  only  1 1  big  nationa 
brands,  say  Beecham,  and 
these  brands 
account  fa 


The  major  companies  say  that 
the  shampoo  sector  is  worth 
around  £120m.  Reckitt  say  1984 
saw  a  sterling  growth  of  1 1  per 
cent  with  8  per  cent  in  volume. 
As  in  previous  years,  this 
highly  competitive  market  is 
characterised  by  large 
advertising  spends,  and  major 
relaunches  and  repackages. 


very  nearly  all  of  the  £18m  spent  on  shampoo 
advertising. 

Sibylla  Tindale,  Elida  shampoo  group 
manager,  says  the  trend  towards  more 
frequent  hair  washing  is  continuing  and,  at 
the  same  time,  larger  sizes  are  being 
purchased  to  cope  with  increased  family 
usage.  Beecham  say  that  the  frequency  of 
shampooing  has  been  increasing  steadily 
over  the  past  20  years,  fueled  by  regular 
advances  in  technological  developments 
and  changes  in  lifestyle  together  with 
expanding  distribution  of  showers. 

More  than  three  in  five  women  now  wash 
their  hair  twice  every  week.  This  trend  has 
even  produced  a  new  problem 
overwashing  —  women  were  washing  their 
hair  almost  daily  with  shampoos  designed  to 
be  used  no  more  than  once  a  week. 

During  the  late  '60s,  over  80  per  cent  of 
unit  sales  were  50ml  or  less  in  volume 
Today,  some  two  thirds  are  in  sizes  of  80ml 
and  over,  say  Beecham 
The  market  is  split  into  two  sectors 
cosmetic  and  medicated.  Cosmetics  account 
for  70  per  cent  of  the  total,  say  Alberto 
Among  the  cosmetic  brands,  Ehda  claim 


brand  leadership  with  Timotei  with  6  per 
cent  total  share.  Reckitt  and  Alberto  agree 
that  Timotei  is  brand  leader  whereas 
Beecham  put  Timotei  alongside  Silvikrin 
and  Alberto  with  5  per  cent. 

Ehda  say  that  Timotei  has  been  the  most 
successful  shampoo  to  be  launched  on  the 
market  in  the  past  10  years,  Sibylla  Tindale 
says:  "Timotei  is  the  single  biggest  selling 
pack  on  the  shampoo  market."  She  says  that 
the  brand  will  be  supported  with  £2. 5m 
spent  on  television  and  Press  advertising  for 
1985,  with  additional  support  below  the  line. 
Ehda  have  also  recently  launched  Timotei 
conditioner. 

Alberto  claim  second  spot  with  V05  at 
6.2  per  cent  of  the  cosmetic  sector.  "V05  is 
the  fastest  growing  brand  in  the  haircare 
market  with  sales  up  48  per  cent  on  last 
year,"  says  Phil  Smith,  product  group 
manager. 

Launches  and  relaunches 

Beecham  relaunched  Silvikrin  in  1984.  The 
range  now  has  five  variants  and  has  con- 
solidated its  position  in  the  sector,  says  the 
company. 

Reckitt  say  that  Supersoft  sales  in  1984 
were  the  highest  ever  with  £13m  at  rsp.  The 
company  will  be  spending  some  £3. 5m  on 
Supersoft  Once  in  1985. 

Sunsilk  will  benefit  from  strong  below 
the  line  promotion  this  summer,  with  a  25 
per  cent  extra  free  promotion  on  the  125ml 
size,  say  Elida  Gibbs.  Pears  shampoo  will 
benefit  from  a  women's  Press  campaign  dur- 
ing Spring  and  early  Summer  linking  it  with 
the  strong  heritage  of  Pears  soap.  There  will 
also  be  a  25  per  cent  extra  free  promotion  on 
the  125ml  size. 

lohnson  &  Johnson  claim  a  2  per  cent 
sterling  share  for  Empathy  —  their  shampoo 
for  the  over  40s.  The  launch  10  months  ago 
was  backed  by  J&J's  largest  ever  launch  sup- 
port programme.  The  company  says  that  last 
year  57  per  cent  of  UK  women  were  over  40 
—  13  million  potential  customers. 

This  year  support  continues  and  the 
company  promises  further  advertising  to 
follow  the  £850,000  national  television  spend 
earlier  in  the  year.  Promotions  will  include 
a  national  door-to-door  distribution  of 
sachets  to  encourage  sampling.  Over  a 
quarter  of  consumers  trying  Empathy  are 
returning  to  purchase  the  brand,  say  J&J. 

J&J  say  that  over  80  per  cent  of  sales  for 
their  baby  shampoo  are  for  adult  usage.  The 
shampoo  holds  a  90  per  cent  distribution  in 
chemists  and  J&J  will  be  backing  the  brand 
with  a  £lm  spend  on  national  television  run- 
ning until  May  with  further  support  planned 
throughout  the  year. 

Cheseborough  Pond's  have  relaunched 
Vaseline  shampoo  —  now  called  Vaseline 
Gentle  Care  —  with  an  updated  formula  and 


There  are  13  million  potential  Empathy 
consumers  (above)  while  80  per  cent  of 
Johnson's  baby  shampoo  sales  are  not 
for  babies  at  all 

repackaging  in  colour  coded  bottles  to 
simplify  consumer  selection.  The  move  was 
to  emphasize  Vaseline's  mild  nature  with  the 
trend  towards  frequent  shampooing  with 
gentler  products,  says  the  company.  A  na- 
tional poster  campaign  breaks  in  June  and 
the  Vaseline  brand  will  be  promoted  with 
over  £2. 5m  on  television  and  in  the  Press, 
says  the  company. 

Silkience  has  been  repackaged  and  the 
brand  is  currently  being  supported  by  a 
television  campaign  on  TV -am  running  until 
June,  Gillette  say. 

Schwarzkopf  claim  a  3  per  cent  brand 
share  for  Corimist  which  they  say  achieved 
a  major  share  gain  in  1984.  The  company 
will  be  supporting  the  brand  throughout 
1985  with  a  £lm  national  television  cam- 
paign with  the  successful  "Don't  get  it  wet  for 
anything  less"  theme.  The  advertising  will 
have  two  bursts  in  the  Spring  and  the 
Autumn  and  will  be  supported  by  major  pro- 
motional activity,  including  extra-fill  events 
across  the  range. 

Schwarzkopf  also  claim  market  leader- 
ship of  the  dry  shampoo  sector  with  Batiste. 
The  range  will  be  supported  by  on-going 
promotional  and  PR  activity,  says  the  com- 
pany, who  are  also  promising  some  major 
new  haircare  brands  for  the  Autumn. 

Natural  Balance  has  also  been 
repackaged  by  Clairol  (C&D  this  week). 

In  the  medicated  sector,  Head  & 
Shoulders  is  the  number  one  brand  with 
around  11  per  cent  overall  share. 
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Beecham  say  that  Vosene,  the  number 
two  brand  with  an  8  per  cent  share,  has  won 
a  special  place  in  consumer  esteem  —  "the 
medicated  shampoo  that  cares  for  all  the 
family"  —  despite  offering  only  one  formula 
for  every  type  of  hair.  One  problem  they 
have  found  is  that  retailers  tend  to  allot  less 
space  for  single  formula  Vosene  than  they 
do  to  multi-variant  brands  with  a  much  lower 
rate  of  sale,  resulting  in  more  stock-outs  than 
any  other  brand.  In  1984  the  brand  was 
relaunched  with  a  new  look  and  an  addi- 
tional 500ml  size. 

1984  also  saw  the  launch  of  Headlines. 
Its  gel  formulation  of  zinc  pyrithione  and  a 
conditioning  system  gives  manageability 
and  shine  other  anti-dandruff  shampoos 
often  fail  to  provide,  Beecham  say. 

Elida's  medicated  shampoo,  All  Clear, 
was  relaunched  in  1983  and  is  currently 
third  in  the  sector  with  a  4.5  per  cent  claim- 
ed sterling  share.  It  will  be  promoted 
throughout  the  summer  with  national  Press 
advertising  featuring  a  lOp  off  coupon. 
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Hair  Decorations  and 
Hair  Care  Products 
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Little  Miss  Muffet. 


The  success  story  in 
childrens  hair 
decorations. 


jf  ii^ttfW     transparent  strip 


1% 


ft 


X 


Available  carded  or  as 
transparent  s 
presentation. 

The  choice  is  yours. 


The  Ravina  Collection 

Celeste  &  Little  Miss  Muffet 
combined  on  the  same  display 
unit,  to  give  maximum  sales  from 
minimum  space. 

The  Wall  Unit,  available  with  and 
without  storage  basket.  Card  and 
strip  presentation  for  Miss  Muffet. 

Free  Standing  rotary  unit  -  two 
sizes  available,  both  with  storage 
bases.  Card  and  strip  presentation 
for  Miss  Muffet. 

Make  your  choice,  and  remember 
that  whichever  unit  you  choose,  it  s 
delivered  ready  dressed  with  all 
products  prepriced. 


Contact  your  Sundries  Wholesaler 
for  full  details  of  the  Ravina  Collection 
of  Hair  Decorations  &  Hair  Care  Products 
Ravina  Ltd,  Rooksley,  Milton  Keynes  MK13  8PB 
Telephone:  Milton  Keynes  (0908)  665577 


THEY  STAND 
ALONE! 


makes 


ence 


Lady  Jayne  is  the  No.  1  Choice  for  the  complete  range  of  Hair  Fashion 
accessories  today. 

A  wide  variety  of  brushes,  combs  and  decorations  in  coordinating  styles 
and  colours  keep  Lady  Jayne  in  the  forefront  of  today's  Fashion. 

Prominent  and  colourful  packaging  make  Lady  Jayne  displays  in-store  the 
No.  1  attraction. 
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HEY'LL  MAKE 
OUR  COMPETITORS'  HAIR 
STAND  ON  END. 
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Addis  proudly  announce  two  brand-new 
rushes  that  will  set  the  competition  bristling. 

The  Roto  Styler  is  a  unique  new  concept 
n  hairbrushes  designed  to  make  blow-styling  a 
xeeze.  It  features  a  unique  rotating  head  that 
jnwinds  automatically  at  the  press  of  a  button 
and  it's  suitable  for  most  hair  types  and  lengths. 

The  Slim  Quill  is  a  new  all-round  quill 


brush  that  makes  the  most  of  short  hair  and 
tighter  curls.  Its  long,  modelled  handle  makes  it 
easier  to  hold  and  turn.  And  unique  rows  of 
short  and  long  quills  give  good  grip,  yet  prevent 
the  hair  from  weaving  and  tangling. 

Both  brushes  are  designed  with  the  help 
of  professional  hairdressers  to  make  them  easy 
for  your  customers  to  use  in  the  home. 


The  Roto  Styler  and  the  Slim  Quill  add  1 
the  most  comprehensive  range  of  professional 
designed  brushes  available. 

They  leave  other  brushes  on  the  fringe. 


Caring  for  Health  &  Beauty 
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Bright  future  for  conditioners  as 
men  and  children  catch  on 


eecham  put  the  growth  in  the  market 
at  10  per  cent  in  "litres  consumed" 
terms.  Conditioners  took  off  in  the  mid  '70s, 
says  the  company,  because  overwashing 
with  shampoos  meant  hair  lost  body, 
manageability  and  gloss.  Women 
compensated  for  this  by  regularly  using 
post-shampoo  conditioners  and  their  use  has 
become  an  established  routine,  despite  the 
appearance  of  advanced  shampoo  ranges 
suitable  for  frequent  usage. 

Elida  say  the  usage  of  conditioners  in  the 
UK  is  still  low  in  comparison  to  the  United 
States  and  many  European  markets,  but  is 
catching  up  fast.  There  is  potential  for 
growth  by  women  and  considerable  growth 
in  usage  by  men  and  children.  In  addition, 
the  purchase  of  larger  more  economical 
sizes  is  increasing  with  nearly  two  thirds  of 
sales  now  accounted  for  by  200ml  and  larger 
sizes,  compared  to  just  over  a  third  in  1979. 

Brand  leadership  is  claimed  by  Elida  for 
Cream  Silk,  hitting  the  top  with  the  brand's 
relaunch  just  over  a  year  ago.  Reckitt  put 
Cream  Silk  at  10.4  per  cent,  with  Silkience 
just  0.4  per  cent  behind.  Beecham  put  both 
at  10  per  cent.  Alberto  give  Cream  Silk  8.3 
per  cent,  Silkience  7.8  per  cent  and  Flex  7.7 
per  cent.  They  say  their  products  take  16  per 
cent  in  total  with  V05  6.3  per  cent  and 
Alberto  Balsam  5.4  per  cent. 

Elida  are  to  put  £2. 5m  behind  Cream 
Silk  in  1985  "aiming  to  build  on  our  position 
of  strength,"  says  marketing  manager  Roger 
Wisdom.  The  campaign 
will  include  two 
major  national 
television  bursts 
with  a  heavyweight 
women's  Press 
campaign  throughout 
the  Summer. 
Variants  for  use 
with  anti-dandruff  and 
medicated  shampoos 
and  for  permed, 
coloured  or 
heat- 
damaged 


4m 


The  conditioner  market  was 
worth  some  £57m  last  year 
according  to  Elida  Gibbs,  who 
say  it  is  showing  around  5  per 
cent  volume  growth  each  year. 
Reckitt  estimate  the  market  at 
£49m  in  1984,  a  14  per  cent 
sterling  increase  on  1983  with 
excellent  future  prospects  due 
to  increased  frequency  of  use 
—  more  men  and  children  are 
using  conditioners  than  ever 
before. 

hair  will  get  special  promotions.  The  brand 
will  also  benefit  from  a  below-the-lme 
Summer  promotion,  with  a  free  50  ml  travel 
size  banded  to  all  variants  of  the  200ml 
economy  size  during  May,  June  and  July. 

The  recent  launch  of  Timotei  conditioner 
by  Elida  has  £1.2m  television  and  Press 
support  (C&D  February  23,  p376).  Alberto 
say  that  Natural  Silk  will  be  backed  by 
£250,000  women's  Press  advertising  in  1985. 

The  advent  of  Warner-Lambert's  Poly 
extra  care  {C&D,  April  6  p686)  intensive 
foam  conditioner  was  based  on  what  the 
company  believe  is  a  potential  for  growth  in 
the  intensive  conditioner  market.  Neil 
Wilkinson,  haircare  marketing  manager, 
says  that  some  30  per  cent  of  conditioning 
treatments  bought  m  Europe  (UK  3  per  cent) 
are  of  the  intensive  variety.  Poly  extra  care, 
says  Mr  Wilkinson,  completely  penetrates 
the  hair  shaft,  strengthening  it  from  within. 
The  product  has  a  proven  track  record 
currently  capturing  10  per  cent  of  all 
conditioner  sales  in  Germany,  he  says. 
Ashe  Laboratories  say  sales  of  Vitapointe 
between  wash  conditioner  remain 
buoyant.  The  product  will  be  supported 
during  1985  with  advertising  to  run  in 
two  bursts,  the  first  until  July, 
rgeted  at  the  older  woman  and 
appearing  in  weekly  and 
monthly  magazines  including 
Worn  an' s  Journal,  Good  Ho  use  - 
keeping  and  Woman 
and  Home. 


Elida  are  promoting  Cream  Silk  (200ml) 
with  a  50ml  travel  size  banded  to  all 
variants 

Eylure  are  currently  offering  a  free 
125ml  conditioner  with  four  of  their  100ml 
Klorane  vegetable  extract  shampoos, 
designed  to  generate  sales  during  the  key 
Spring  period  and  encourage  trial  of  the 
range. 

Keith  Barlow,  product  manager,  says 
"Klorane  maintains  its  position  as  market 
leader  in  the  premium  priced  sector, 
indicating  a  real  need  for  quality  products 
for  the  discerning  consumer." 

The  range  is  also  being  backed  by  a  full 
colour  Press  campaign  during  the 
Spring/Summer  period,  say  Eylure. 

Alberto  have  recently  launched  a  no- 
rinse  mousse  conditioner,  Body'n'Shine, 
which  they  say  is  a  major  breakthrough 
(C&D,  April  20,  p782).  "We  see  it  as  a  totally 
new  sector  within  the  conditioning  market," 
says  Phil  Smith,  product  group  manager. 

The  three  variant  range  —  superlight, 
volume  plus  and  dry/damaged  —  will  be 
supported  by  £lm  television  advertising  in 
1985. 
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Braun's  new  lines 


We  can't  keep  it  a  secret  any  longer. 


They  know  we're  going  to  stay  at  No.1  in 


Braun  are  going  all  out  to  be  No.1  right  across   haircare  when  they  see  our  new  Silencio  ran 


the  range. 

The  competition  are  right  to  look  nervous. 


Six  compact  hairdryers  and  stylers  that  are  c 
powerful  as  they're  quiet. 

What's  more,  we'll  also  be  shortly  launc 
ing  a  new  soft  hood  hairdryer  that  again  is 
uniquely  Braun. 


Shavers  in  Braun  NoThiri  n  d 


E.R.T.  14  FEB  '85 

pl-Zm  backing  to  Braun's  personal 


care  inti 


naking  headlines. 


In  shavers,  they  know  that  we're  already 
p.1  in  rechargeables  and  only  a  whisker  away 
om  being  No.1  overall. 

Our  four  new  shavers  introduce  a  radically 
w  shaving  concept  for  men  -  System  1-2-3, 
iiaranteed  to  take  us  into  the  lead. 

Equally,  Lady  Braun  Elegance  3  with  a 


choice  of  new  features  represents  a  major  step 
forward  in  feminine  shaving. 

All-in-all,  thirteen  new  haircare  and  shaving 
products  that  will  make  news  through  massive 
advertising  support  starting  in  May. 

Make  sure  you  share  in  our  success. 

Together,  we'll  be  the  No.1  Team. 
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New  formulations  and  colours  help 
the  mousse  sector  to  grow  rapidly 


he  market  was  effectively  created  by 
L'Oreal  with  Freestyle,  which  is  still 
the  market  leader.  However,  Alberto  say  that 
January- February  sales  figures  for  the  £23m 
market  show  that  the  V05  styling  mousse 
range  now  has  a  31  per  cent  sterling  share 
against  34  per  cent  for  Freestyle.  Alberto  say 
that  Stylite,  from  Wella,  is  third  with  an  11 
per  cent  share. 

Alberto  claim  brand  leadership  in 
independent  chemists  with  33  per  cent  of 
sales  in  the  six  months  to  December.  V05's 
success  is  due  to  offering  consumers  a 
choice  of  normal  and  extra  hold,  now 
followed  by  Freestyle  and  Sunsilk,  and 
attractive  packaging,  say  Alberto.  The  range 
also  grew  with  the  launch  of  V05  alive 
colour  styling  mousse  last  August,  which 
Alberto  say  has  a  65  per  cent  share  of  the 
£6m  colour  mousse  market.  Both  brands  are 
heavily  advertised  on  television  and  Alberto 
forsee  an  increasing  level  of  sales.  "Our  two 


Styling  mousse  is  the  fastest 
growing  sector  of  the  haircare 
market  —  Schwarzkopf  put  the 
increase  in  volume  on  last  year 
at  over  65  per  cent.  Elida  say 
that  sterling  sales  more  than 
doubled,  with  ample  room  for 
further  growth  —  only  19  per 
cent  of  all  women  claim  to  use 
a  styling  mousse  each  week. 

brands  are  the  fastest  growing  in  the  sector," 
says  marketing  director  Mark  Springett. 

Elida  launched  Sunsilk  styling  mousse  in 
January  and  say  they  are  delighted  with 
initial  progress.  The  company  are  backing 
the  product  with  a  £lm  package  including  a 
heavyweight  women's  Press  campaign. 

LEC  (Liverpool)  who  claim  to  have 


originated  the  "just  foam  and  comb"  concept 
m  1977  with  Insette  have  mtroduced  a  spikey 
formulation  to  appeal  to  the  younger  end  of 
the  market.  Described  as  being  to  other 
mousses  what  superglue  is  to  Bostik,  spikey  is 
designed  to  appeal  to  "those  who,  in  the  past, 
have  had  to  resort  to  more  unorthodox 
styling  aids  and  methods  to  achieve  the 
desired  affect  and  hold."  The  spikey  mousse 
has  a  complementing  hairspray. 

Ashe  Laboratories  say  that  Vitapointe 
forms  mousse,  launched  12  months  ago,  has 
exceeded  all  expectations,  with  brand  sales 
of  almost  £'/2m.  Consumer  offers  are 
planned  during  1985,  the  first  of  which,  just 
launched,  offers  a  make-up  brush  banded  to 
standard  size  cans  of  mousse. 

The  brand  will  be  supported  with  a 
"substantial"  advertising  campaign  running 
in  bursts  in  women's  magazines  including 
Cosmopolitan,  Over  21,  and  The  Hair  & 
Good  Looks  Book. 


Hair  sprays  bounce  back 
with  younger  image 

By  all  accounts,  the  hairspray  market  is  enjoying  something  of  a 
revival,  benefitting  from  the  increased  attention  to  hair  styling. 
Younger  users  are  coming  back  into  the  market  after  years  in 
which  hairsprays  suffered  from  an  old-fashioned  image.  Reckitt 
soy  owm  SO  per  eeiai!  •    :i:eenage  girls  now  use  a  hairspray. 


lida  Gibbs,  Beecham  and  Reckitt 
estimate  the  market  at  around  £75m  in 
1984,  a  figure  Reckitt  say  is  up  15  per  cent  in 
sterling  terms  on  1983.  Elida  predict  £82m 
for  1985  with  further  volume  increase  of  up 
to  5  per  cent.  Reckitt  say  that  the 
independent  chemists'  share  is  6.5  per  cent 
and  they  are  finding  this  sector,  above  all 
others,  to  be  the  hardest  in  the  haircare 
market. 

Sunsilk  appears  to  be  the  market  leader: 
Reckitt  say  the  brand  has  a  17.5  per  cent 
share,  with  Silvikrin  just  under  14  per  cent 
and  Harmony  just  over  13  per  cent. 

Elida  say  that  Sunsilk  will  benefit  from 
£lm  advertising  support  in  the  second  half  of 
1985  and  both  Sunsilk  and  Harmony  will 
receive  below-the-line  support  in  the  form  of 
extra  value  packs. 

Supersoft  sales  are  at  record  levels,  say 
Reckitt,  and  the  strong  link  between  styling 
agents  and  hairsprays  was  the  thinking 


behind  Supersoft  set  two,  a  product 
designed  to  style  wet  hair  and  to  hold  the 
style  in  dry  hair.  The  company  says  it  is  a 
unique  substitute  for  the  sequential  use  of 
mousse  then  hairspray. 

In  the  male  sector,  Reckitt  say  that 
Cossack's  brand  share  became  even  more 
dominant  at  45  per  cent. 

Independents  lose  out  on 
rapid  expansion 

Reckitt  put  the  whole  styling 
agents  market,  including 
mousses,  at  £42m  in  1984,  a 
sterling  growth  of  57  per  cent. 

ousses  now  account  for  52  per  cent 
by  value  of  the  styling  agents 
market,  say  Reckitt,  with  the  rest  being 
divided  into  clear  lotions  18  per  cent,  gels  15 


per  cent,  sprays  7  per  cent,  colour  sets  6  per 
cent  and  blow  dry  lotions  3  per  cent. 

Reckitt  put  the  share  in  independent 
chemists  at  9.8  per  cent,  down  from  14.3  per 
cent  in  1983.  They  say  there  is  a  trend  for  the 
independent  to  lose  out  as  the  market  rapidly 
expands. 


Aronde  gets 
a  new  look 


na  better  shelf  placement  at  retail  level 
The  range  consists  of  eiohf  sham* 
variants  in  the  390ml  bottle  (£0  49  T 
rosemary  and  sunflower  extraCt~  h  *\ 
recently  been  adH^  7  Xtract  havl 
580ml  size  (lo  ?q iTi.  °UI  Variants  in  j 
s12e(£0.99)( £°"59)andtW- the  1,120m 
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Die  value 
fermotiey 
haircare  mm 
iM  moves 
off  ihe  shelf 

FASV.U 


Gem  hair  care  is  a  range  of  value  for  money,  quality  products  that  your 
customers  will  be  back  for  time  and  time  again. 

Just  look  at  the  choice  they  have. . .  Gem  Hairspray  is  available  in  Normal 
and  Extra  Hold,  both  with  added  Conditioner. 

Gem  Styling  and  Conditioning  Mousse  with  Jojoba,  conditions  as  well  as 
styles  and  leaves  hair  non-greasy 

Gem  Frequent  Wash  Shampoo  with  Silk  is  really  kind  to  the  hair  and  scalp. 
And  Gem  Frequent  Use  Conditioner  with  Silk  is  the  most  gentle  you  can 
recommend.  Both  are  available  in  75ml  easy-to-use  tubes. 

For  the  younger  person.  Gem  Styling  and  Setting  Gel  is  a  new  line  that  lets  them 
experiment  with  those  more  modern  styles  and  it  comes  in  a  100ml  clear  jar. 
Last  of  all,  our  popular  Gem  Dry  Shampoo  is  available  in  the  'trimline'  can 
All  products  are  beautifully  packed  for  extra  appeal,  so  your  customers  will  be 
moving  them  off  your  shelves  really  FAST. . 
It  all  adds  up  to  extra  profits  for  you. 

Contact  us  now  for  more  details  or  we  will  arrange  for  a  representative  to  call 
so  you  can  see  Gem  products  for  yourself. 

RICHARDS  &  APPLEBY 

Gerrard  Place,  Skelmersdale,  Lancashire  WN8  9SF 
Telephone  0695  20111  Telex  628366  G 

•  SOAP  TOILETRIES  COSMETICS  MANUFACTURE  MARKETING  •  AGENCY  MARKETING  DISTRIBUTION  •  CONTRACT  MANUFACTURE  • 
•  PRIVATE  LABEL  DESIGN  MANUFACTURE  •  EXPORT  MARKETING  DISTRIBUTION  • 
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See  red  to  catch  the  colorants 
market  in  '85 


lairol  say  77  per  cent  of  sales  are  sold 
over  the  chemist's  counter.  They 
believe  the  upward  trend  in  colorants  will 
continue  because  of  a  marked  increase  in 
use  by  the  younger  age  group  and  with  the 
increase  in  the  elderly  population  bringing 
an  expansion  in  grey  covering  colorants. 

In  the  semi-permanent  sector,  red  seems 
to  be  the  colour  for  1985.  Clairol  have 
introduced  a  new  colour  —  Scorcher  —  to 
their  Glints  range,  and  say  that  after  only 
four  weeks  it  is  their  third  best  selling  shade. 

Clairol  have  also  added  a  natural  warm 
auburn  to  Nice'n'easy  and  the  whole  range  is 
receiving  national  television  support 
through  to  the  end  of  May. 

In  the  highlight  sector,  Warner  Lambert 
say  Poly  highlights  captures  a  52  per  cent 
share,  and  recorded  22  per  cent  volume 
growth  in  1984.  Advertising  is  currently 
running  on  Channel  4  until  June  covering  60 
per  cent  of  the  country.  Elida  say  that 
Harmony  conditioning  hair  colour  relaun- 
ched last  year,  is  the  best-selling  semi- 
permanent brand  by  volume 
with  a  20  per  cent  share. 

Wamer-Lambert  are 


The  home  'hair  colorants 
market  continues  to  grow. 
Elida  Gibbs  estimate  the 
mark '  -i  s  worth  £48m  in  1984 
and  uire  predicting  that  it  will 
grow  to  £53m  at  rsp  in  1985. 
Beecham  say  that  the  market  is 
growing  by  13  per  cent  in 
volume  terms  each  year. 

advertising  their  grey-covering  Polytrnt  over 
70  per  cent  of  the  country  starting  on  May  6. 
"We're  the  only  manufacturer  that  can  make 
the  claim  'permanently  covers  all  grey','' 
says  Neil  Wilkinson.  The  packaging  has 
been  flashed  to  include  this. 

Combe  International  plan  a  £500,000 
national  television  campaign  for  Lady 
Grecian  after  the  success  of  their  regional 
campaign  last  year.  The  campaign,  in  July 
and  August,  will  build  on  this,  establishing 
Lady  Grecian  as  a  "no  mess  —  no  fuss" 
alternative  to  traditional  hair  dyes, 
say  Combe. 


Clairol  say  that  Glints,  Scorcher  — 
launched  only  two  months  ago  —  is 
their  third  best  selling  shade 


Bright  accessories 
lead  the  way 


he  accent  this  year  is  again  on 
bright  colours.  Laughton's  have  a 
range  of  grip  handle  brushes 
featuring  colour  co-ordinating 
handles,  backs  and  tips.  Slide 
combs,  hair  slides,  sleepy  clips 
and   the   recently  intro- 
duced butter-fly  clips  will 
Vail  be  available  for  Summer 
Mr: in  subtle  pastels  and  bright 
primary  colours. 


Rand  Rocket  have  recently  introduced 
their  Rainbow  collection  of  brushes  —  seven 
hairbrushes  in  three  bright  colours  with  a 
variety  of  uses. 

Mason  Pearson's  new  hairbrush  has 
been  designed  for  children  aged  two  to  six. 
It  is  for  use  on  hair  that  has  grown  past  the 
"downy"  baby  stage  but  not  reached  the 
strength  where  an  adult  brush  may  be  used, 
says  the  company.  It  comes  in  three  colours 
—  blue,  pink  and  ivory  and  sells  for  £6.80. 

Dimples  report  an  upward  trend  in  the 
sale  of  hair  care  accessories  with  afro  combs 
a  market  leader.  Their  Festival  range  of 
glitter  sprays,  hair  and  body  sprays,  gloss-on 
sprays  and  colour  sprays  in  23  colours  is 
ing  well. 
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aturelle  are  introducing  four  new 
products  to  meet  the  growing 
demand  for  specialist  home  haircare 
treatments. 

Naturelle  holiday  gel  ( 1 95ml ,  £  1 . 29)  is  a 
clear,  non-sticky  gel  designed  to  give  a  firm, 
lasting  hold  and  body  to  the  hair.  The 
company  says  it  contains  an  ultraviolet 
sunscreen  to  protect  the  hair  from  the  sun 
with  a  silicone  oil  which  the  company  says 
seals  the  hair  against  the  effects  of  salt  water. 

Hi-style  (150ml,  £1.15)  has  a  strong 
setting  formula  which  will  add  volume  and 
height  to  the  most  fine,  flyaway  hair  when 
used  with  setting  gel,  say  Naturelle. 

Look  Blonde  (lOOg,  £2.25)  is  a  home 
lightener  which  the  company  says  is 
specially  formulated  to  protect  the  condition 
of  the  hair.  The  introduction  of  Look  Blonde 
coincides  with  a  seasonal  demand  for 
lighteners,  say  Naturelle.  Hi-style  cream 
peroxide  activator  (100ml,  £1.12)  is  for  use 
in  conjunction  with  Look  Blonde.  It  comes  in 
three  strengths  —  20,  30  and  40  volume. 

Regular  promotional  prices  are  available 
on  all  four  products,  say  Naturelle  Ltd, 
Thornlord Road ,  Newbury,  Berkshire. 


Holiday  gel  and  Look  Blonde 
for  a  Naturelle  summer 


Midland  Cosmetic  Sales  Limited 

TH0RNBURY  ROAD.  PERRY  BARR,  BIRMINGHAM  B20  3DE  TELEPHONE  021-356  0099 
Manufacturers  ol  fjfiLn  B(W  W(dui  perfumes,  cosmetics,  toiletries  and  car  care  products 


Available  at  all  good  wholesalers 
ANY  DIFFICULTIES  OR  TRADE  ENQUIRIES 
Phone  021-356  0099 


hair  cart'  by  introducing  the  pneumatic  rubber  <.  ushion  hairbrush 
In  all  the  years  since  then  the  quality  and  effectiveness  of  .in 
authentic  Mason  Pearson  brush  have  never  been  surpassed 

lb  mark  that  centenary .  Mason  Pearson  now  introduces 
anothe)  mm  >\  atii  >n  in  hair  (  are  It's  the  unique  new  (  hilds  brush 
especially  created  for  the  delicate  hair  of  children  between  the  ayes 
of  two  and  six     the  period  between  the  'downy'  strands  of 
babyhood  and  the  xtn  mger  gn  iwth  of  later  lite  .And.  like  every 
genuine  Mason  Pearson  it  doesn't  merely  brush  the  hair  it 
simultaneously  conditions  it 

So  front  now  on  Mason  Pearson,  the  best  brush  throughout  a 
century,  is  the  best  brush  throughout  a  lifetime  as  well 

["he  Masi  >n  Pearson  (  hi  Ids  Brush  retails  at  £ft  NO  the  price 
range  ol  other  M.isi  in  Pears,  in  brushes  is  from  4! 3. 7ft     i.  _,e>  *>2 
A  hundred  vears  of  caring  for  hair  —  beautifulh  . 

MASON  DEARSON 

I      M  JL  -  the  great  original . 

s7  old  Bond  Street.  London  W1X  v\l 
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Electricals  boom  -  and 
the  accent  is  on  colour 


ast  year  was  the  best  ever  for  the 
haircare  market,  say  Philips.  They  say 
they  increased  sales  by  some  50  to  60  per 
cent  over  1983  and  hope  to  repeat  their 
success  in  1985  with  schemes  like  their 
continuing  holiday  promotion  —  consumers 
who  purchase  any  Philips  small  appliance 
save  between  £20  and  £50  on  a  holiday  for 
two,  chosen  from  selected  brochures. 

Philips  haircare  marketing  manager 
Colin  Reeves  says  sales  through  chemist 
outlets  are  particularly  important.  "With 
some  of  our  products  begin  hardly  larger 
than  a  couple  of  bottles  of  shampoo,  several 
chemists  have  found  products  like  the 
Finesse  heated  brush  (HP  4426,  £7.50)  easy 
to  sell  almost  as  an  impulse  purchase.  Philips 


The  Philips  Chic  800  has  a  roundbrush 
with  five  attachments 

point  to  constant  updating  and  restyling  for 
the  growth  of  sales. 

Clairol  say  that  these  days,  women  are 
not  just  looking  for  a  reliable  product,  they 
want  something  extra.  And  that  extra 
something  is  colour.  They  point  to  the 
Clairol  1200  in  bright  green  as  the  world's 
biggest  selling  hair  dryer,  and  attribute 


much  of  the  success  of  the  1400  and  1250 
dryers  to  colour  —  vibrant  red  and  brilliant 
blue.  Sales  of  hairdryers  went  up  52  per  cent 
last  year,  say  Clairol. 

The  company  is  also  improving  the  look 
of  Flexib rushes.  From  June  Flexibrush  with 
steam  (£8.95)  will  be  styled  in  bright  red  and 
black  and  Flexibrush  slim  (£6.95)  in  bright 
blue  and  black. 

Pifco  have  scheduled  new  product 
launches  for  later  in  the  year.  Meanwhile, 
the  packaging  across  the  Personal  Care 
products  range  is  being  redesigned.  They 
say  that  close  analysis  of  how  people  buy 
electrical  beauty  appliances  revealed 
packaging  was  very  important.  The 
company  says  that  its  new  designs  will 
distinguish  their  products  on  the  shelf, 
explain  and  illustrate  the  product,  and  more 
importantly,  suggest  to  the  casual  browser 
the  need  for  a  particular  product. 

For  haircare  products  the  word  "Hair"  is 
highlighted  in  sky  blue  and  full  written 
information  is  given  on  the  back  and  side- 
panels.  The  new  packaging  is  due  to  appear 
on-shelf  in  the  latter  half  of  the  year. 

Braun  say  that  pistol  grip  hairdryers  are 
continuing  to  grow  and  they  estimate  a 
market  of  some  2.5m  units  in  1984.  The  styler 
segment  remains  static  at  200,000  units  while 
the  hot  brush  market  is  growing  and  the 
electrical  tong  market  declining.  Braun  gas 
tong  sales  continue  to  increase,  however, 
says  the  company,  slowing  down  the  decline 
of  the  tong  market  as  a  whole. 

Pricing  in  the  hair  appliance  market 
continues  to  be  aggresive,  but  Braun  believe 
the  introduction  of  high  feature  products  will 
help  pricing  move  upwards. 

Braun  are   running  a   major  travel 


The  Braun  Silencio   1200  travelair 
launched  in  January  this  year 

promotion  for  the  GC  range,  including  a 
competition  to  win  a  Caribbean  holiday.  It 
will  feature  in  2,000  travel  agents  and  over 
500,000  ticket  wallets.  In  addition  to  the 
Silencio  range  launched  earlier  this  year 
(C&D  February  2,  p214)  Braun  are 
introducing  two  models  in  May  —  the  HLH 
soft  hood  dryer  (around  £19.95)  and  the 
LS30,  a  basic  hot  brush  (around  £6). 

Two  new  Babyliss  products  were 
launched  in  March  —  the  1200  hairdryer 
and  a  heat  styling  brush,  Styl'air  (C&D 
March  30,  p615). 

Home  perms 
steady  at  £20m 

Wamer-Lambert  say  the  home  perm 
market  has  been  very  flat  at 
around  £20m.  "The  only  people  who 
advertise  are  us,"  says  Neil  Wilkinson. 

Style  was  relaunched  in  September  1983 
and  has  improved  brand  share  to  around  23 
per  cent  by  volume.  "We  don't  advertise  but 
keep  the  price  competitive,"  says  Mr 
Wilkinson. 

Polyfoam  is  to  be  relaunched  in  June 
with  a  major  advertising  campaign  to  follow. 
It  currently  captures  15  per  cent  of  the 
market  putting  it  third  behind  Style  and 
Gillette's  Toni. 


&UME 


Five  exciting  perfumed 
deodorant  body  sprays  plus 

HAIR  STYLING  MOUSSE 

in  super  convenient  250ml.  size 

Top  quality  products  at  regularly  affordable  consumer  prices 

Distributed  by   Merrell  S  Pardoe  Ltd 

Park  Line  Industnal  Estate, 
Oldbury,  Warley, 
WestMrilands  B69  4JX 
Tel  021  541  1911  Tele*  335316 
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WIN  A  HOLIDAY  ^ 
FOR  TWO  IN  BARBADOS 
WITH  BRISTOL-MYERS 
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Denim 
outgrows  denim. 


Over  the  years,  the  Denim  Man  has  changed. 
He's  become  more  stylish.  And  so  has  Denim. 

We've  redesigned  it,  repositioned  it  and  now, 
we're  relaunching  it. 

This  exciting  new  range  of  Denim  is  specially 
tailored  for  mass  appeal. 

It  happened  in  the  70's  and  it's  about  to  happen 
again. 

We've  totally  redesigned  Denim. 
Through  extensive  research,  we've  redesigned 
Denim  from  the  inside  out. 

We've  given  the  fragrance  a  modern,  distinctive 
note  so  today's  man  can  have  a  range  of  toiletries 
hat  fits  his  80s  lifestyle. 

And  the  powerful,  new  packaging  has  the 
tind  of  impact  on  the  shelf  the  fragrance  has  on 
:he  body! 

Repositioning  gives  mass  market  appeal. 
This  proven  range  of  6  Denim  toiletries  offers  much 
better  value  for  money. 

Both  the  range  and  the  price  have 
been  streamlined  to  compete 


Aftershave,  Roll-on,  Anti-Perspirant  Aerosol,  Bodyspray,  Talc  and  Shave  Foam 
have  all  been  repackaged  80  s  stvle. 

more  effectively,  to  encourage  regular  use  and  offer 
much  wider  appeal. 

A  relaunch  with  after  effects. 
Denim's  new  advertising  is  as  radically  different 
from  other  aftershave  ads  as  Denim  is  from  other 
aftershaves. 

The  TV  campaign  will  stress  Denim's  after 
effects'  and  will  have  immediate  appeal  with  its 
stylish,  modern  message. 

We're  spending  a  huge  £1.5  million  to  make 
sure  it  has  pleasing  'after  effects'  on  sales,  too! 

Order  plenty  of  the  new  Denim  range  and 
watch  your  profits  take  on  a  new  image. 


OM  THE  BIGGEST  NAME  IN  TOILETRIES.  EUDA  GIBBS 
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^ .  NUMARK  PALMA  CONVENTION 


umark  to  strengthen 
identity  in  pharmacies 

Taking  stock  of  the  Numark  organisation,  its  progress, 
strengths,  and  future  at  last  week's  Palma  Convention,  was  the 
new  chief  executive  Trevor  Dixon.  He  concluded  the  group  was 
well-placed  to  meet  the  competition,  despite  the  scepticism  of 
some  "experts,"  and  outlined  plans  to  strengthen  the  Numark 
name  and  national  image  with  new  brands,  promotions,  POS 
designs  and  head  office  back-up.  And  he  called  on  member 
chemists  to  identify  their  branches  as  belonging  to  Numark. 


The  strength  of  Numark  was  that  it  used  its 
2,500  independent  chemist  members  as 
individuals  while  appearing  to  be  a  group. 
Numark  was  a  kind  of  'Voluntary 
multiple,"  Mr  Dixon  said. 

"The  Numark  message  builds  on  our 
unassailable  strength  as  a  local, 
convenient,  independent  community 
chemist.  It  combines  all  the  advantages  of 
advice,  friendliness  and  service,  with  the 
overriding  fact  of  being  a  large  national 
group  in  terms  of  identity,  range,  prices 
and  own  label. 

"Some  allegedly  informed  "experts' 
believe  that,  in  the  changing  trading 
conditions,  there  is  no  room  for  our  sort  of 
business.  I  believe  Numark  does  have  a 
significant  and  exciting  future.  There  is 
probably  nothing  we  can't  do  if  we  all  work 
together  and  if  our  attitude  to  each  other  is 
right. 

"We  need  to  project  our  strength  by 
achieving  a  recognisable  national  image. 
Then  the  consumer  will  identify  Numark  as 
a  major  force  in  retailing. 

"This  can  be  achieved,  of  course, 
through  national  and  regional  advertising 
—  a  feature  consistent  throughout  our 
programmes.  But  the  whole  effect  is 
dissipated  if  the  consumer  does  not 
recognise  her  local  chemist  as  being  a 
Numark  member  —  where  she  can  benefit 
from  the  special  products  and  prices 
advertised. 

"The  community  shopping  concept 
can  only  be  effectively  enhanced  with 
window  displays  and  even  local 
advertising.  We  hope  to  dramatically 
expand  the  usage  of  Numark  door-to-door 
leaflets. 

"And  just  imagine  the  impact  if  every 
member  erected  a  Numark  fascia,  as  100 
more  did  last  year,"  Mr  Dixon  said. 
"Perhaps  we  should  even  consider 
insisting  that  semi-permanent  window 
identification  —  now  available  in  a  new 
DIY  kit  form  —  is  a  minimum,  standard 
condition  of  membership. 

Mr  Dixon  said  Numark  would 
introduce  a  full  colour  illustrated  poster  in 
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ICML  chairman  John  Forster,  managing 
director  of  Hall  Forster  &  Co  Ltd, 
welcomes  the  delegates  and  opens 
Numark's  fourth  Convention. 


ICML  chief  executive  Trevor  Dixon  gives 
Keynote  addess. 

support  of  their  family  care  specials  in 
May,  which  maintained  and  even 
expanded  the  image  of  pharmacy.  "But 
this  is  only  a  start  of  a  re-examination  and 
programme  of  improvements  across  our 
whole  range  of  point-of-sale  display 
material  and  sales  aids.  For  example,  we 
are  redesigning  our  Numark  prescription 
and  counter  bags." 

"The  current  change  in  shopping 
emphasis,  centred  around  competition 
between  multiples  and  independents, 
High  Street  and  local  community,  and 
makes  it  increasingly  important  that  the 
independent,  and  Numark  in  particular, 


concentrates  hard  on  the  service  element. 

"Another  key  element  in  our  marketing 
strategy  is  own  brands,  "Mr  Dixon  said. 
"While  we  understand  the  need  to 
maintain  the  balance  between  own  labels 
and  proprietary  branded  products,  within 
our  organisation,  there  is  probably  no 
greater  potential  for  extra  sales  and  extra 
profit  than  Numark  brands.  In  so  many 
ways,  they  are  the  practical  embodiment 
of  many  of  the  basic  principles  of 
Numark.". 

The  design  of  Numark  paper, 
launched  in  April,  was  sympathetic  with 
the  image  of  the  community  pharmacist, 
Mr  Dixon  said.  During  May,  chemists 
would  receive  a  full  colour,  double-sided, 
POS  sale  card  to  be  used  as  a  hanging 
indicator  for  Numark  paper  products  or 
even  his  total  paper  section. 

"It  is  our  intention  to  extend  and 
develop  the  range  in  line  with  market 
change  and  opportunities.  And  new 
Numark  branded  lines  that  are  'exclusively 
yours. . .'  will  be  available  soon,"  said  Mr 
Dixon. 

Perhaps  the  independent  chemist  trade 
had  not  been  as  positive  in  certain  markets 
as  it  should  have  been.  Not  surprisingly, 
manufacturers  recently  had  concentrated 
on  the  multiple  and  drug  store  sector.  Mr 
Dixon  asked  them  to  reconsider  their 
position. 

"We  recognise  that  we  must  offer  a 
positive  and  effective  distribution  service. 
You  in  turn  must  respond  in  depth  across 
your  range,  perhaps  by  introducing 
chemist-only  products  and  indeed 
pharmacy-only  lines." 

And  Mr  Dixon  had  a  message  for 
central  and  local  government  too.  He 
warned  that  some  small  independent  shops 
were  on  the  point  of  closure."  When 
policies  lead  to  higher  rates,  they  put  in 
jeopardy  the  very  shops  that  form  the 
backbone  of  local  communities.  "We  also 
ask  that  due  and  careful  consideration  is 
given  to  planning  applications  from 
smaller  retailers." 

And  Mr  Dixon  challenged  wholesale 
members  to  continue  to  co-operate  with 
each  other  and  with  chemist  members  to 
make  additional  investments  in  their 
business.  "Perhaps  we  need  even  more 
communications  with  Numark  chemists  by 
using  more  local  committees.  As 
wholesalers  we  must  continue  to  think 
retail." 

The  Board  of  directors  and  central 
Office  would  continue  to  give  clear,  firm 
and  sensitive  leadership  for  the  future,  Mr 
Dixon  concluded.  "Our  strength  comes 
from  the  co-ordinated  action  of  agreed 
policies  and  from  a  full  and  willing 
appreciation  of  what  Numark  is  and  how  it 
works  best." 
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DON'T  GET  CAUGHT  OUT 


r///s  s/Mf/?. 


Whatever  your  customers  may  call  it- 
diarrhoea  or 'holiday  tummy'  is  no  laughing 
matter,  particularly  when  it  ruins  the  holiday 
they  have  been  looking  forward  to  all  year. 

Sufferers  need  something  that  is  not  only 
effective  and  safe,  but  more  importantly 
fast-acting  to  allow  them  to  go  on  enjoying  their 
holiday. 

NEW  PRESENTATION 
OF  LOPERAMIDE 

•  Advertising  in  National  Dailies,  Womens  Journals.  Now  you  have  the  answer.  Arret. 

•  Advertising  on  Independent  Local  Radio  Stations  Arret  offers  your  customers  a  proven, 
(South  and  South  East).  fast-acting  convenient  remedy. 

•  Advertising  on  Regional  Television  (Central) .  Arret  offers  you  a  fast-moving  consumer 

•  Distribution  Competition  -  linked  to  orders  of  medicine  available  only  through  pharmacies. 
Arret-£5,000  worth  of  cameras  to  be  won. 

•  Introductory  bonus  offer  providing  attractive 
profit  on  return. 

DON'T  GET  CAUGHT  OUT  BY  DEMAND  FOR  ARRET  THIS  SUMMER.  ASK  YOUR  JANSSEN 
REPRESENTATIVE  OR  TELEPHONE  THE  NUMBER  BELOW  AND  ASK  FOR  THE  "ARRET  HOTLINE". 


2?  02357  2966 


Janssen  Pharmaceutical  Ltd,  Grove,  Oxford  0X12 ODQ 


Arret  is  a  Trademark 


'National  equivalent 


OOftg  ML 
Treats  and  prevents 
oral  infections 


The  broad  spectrum  antibacterial  action  of 'Corsodyl' 
controls  gingivitis  and  periodontitis  by  inhibitingthe  formation 
of  dental  plaque. 

It  reduces  the  pain,  incidence  and  duration  of  aphthous 
ulcers  and  is  effective  against  oral  candidal  infections  such  as 
thrush  and  denture  stomatitis.  It  is  useful,  too,  for  maintaining 
oral  hygiene  where  brushing  cannot  be  employed. 

As  an  alternative  to  mouthwash,  where  appropriate, 
'Corsodyl1  is  also  presented  as  a  dental  gel.  Both  are  available 
on  NHS  prescription. 


CORSODYL  TREATMENT  GUIDE 


GINGIVITIS  Rinse  mouth  for  one  minute  with  10ml  (i.e. 
cap  filled  to  line)  'Corsodyl'  Mouthwash  twice  daily.  Course  of 
treatment:  2  x  250ml  bottles. 

Alternatively,  brush  teeth  with  1  inch  'Corsodyl'  Dental 
Gel  twice  daily.  Course  of  treatment:  2  x  50g  tubes. 
APHTHOUS  ULCERATION  Rinse  mouth  for  one  minute 
with  10ml  [i.e.  cap  filled  to  line)  'Corsodyl'  Mouthwash  three 
times  daily.  Course  of  treatment:  2  x  250ml  bottles. 
ORAL  HYGIENE  Rinse  mouth  for  one  minute  with  10ml  (i.e. 
cap  filled  to  line)  'Corsodyl'  Mouthwash  twice  daily.  Course  of 
treatment:  2  x  250ml  bottles. 


Alternatively,  brush  teeth  with  linch  'Corsodyl'  Dental  Gel 
twice  daily.  Course  of  treatment:  2  x  5  Og  tubes. 


Corsodyl 


chlorhexidine  gluconate 


„i 


ABRIDGED  PRESCRIBING  INFORMATION 

'CORSODYL'  MOUTHWASH.  Uses;  Inhibition  ofplaque,  treatment  and 
prevention  of  gingivitis,  maintenance  of  oral  hygiene,  post-periodontal 
surgery  to  promote  gingiva]  healing,  management  ofaphthous  ulcers  and 
Candida  infections.  Administration:  Rinse  the  mouth  with  10ml  of 
Mouthwash  for  one  minute  twice  daily.  Incompatible  with  anionic  agents, 
so  use  conventional  toothpaste  before  'Corsodyl'  and  rinse  with  water 
between  using  the  two  agents.  Treatment  should  be  continued  2  days  after 
the  resolution  of  ulcers  or  Candida  infections.  Warnings:  Superficial 
discolouration,  usually  prevented  by  brushing  or  scaling,  Transient  taste 
disturbances  and  burning  sensation.  Oral  desquamation  may  occur  but 
often  stops  with  dilution  or  gentler  rinsing.  Very  occasional  parotid  gland 
swelling  stops  on  discontinuing  treatment.  Overdose  not  reported  but 
gastric  lavage  probably  advisable.  Presentation:  Soloution  containing 


0.2%  w/v  'Hibitane'  (chlorhexidine)  gluconate.  Bottles  of250  ml.  Retail 
Price  including  VAT  £1.50.  Product  licence  0029/0124.  'CORSODYL' 
DENTAL  GEL.  Uses:  Inhibition  of  plaque  and  as  an  aid  in  the  treatment 
and  prevention  ofgingivitis.  Administration:  Brush  teeth  with  1  inch  of 
Gel  twice  daily.  Incompatible  with  anionic  agents,  so  use  conventional 
toothpaste  before  the  Gel.  Rinse  mouth  and  toothbrush  with  water 
between  using  the  two  agents.  Warnings:  Superficial  discolouration, 
usually  prevented  by  brushing.  Transient  taste  disturbances. 
Presentation:  Gel  containing  1%  w/w  'Hibitane'  (chlorhexidine) 
gluconate.  Tubes  of  50g.  Retail  Price  including  VAT  £1.20.  Product 
Licence:  0029/0080.  'Corsodyl'  and  'Hibitane'  are  trade  marks. 
Imperial  Chemical  Industries  PLC, 

Pharmaceuticals  Division,  Alderley  House,  Alderley  Park,  Macclesfield, 
Cheshire. 
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■NUMARK  PALMA  CONVENTION 


Pharmacy 
advice  —  the 
added  value 


"The  time  has  come  to  go  back  to 
dispensing  advice,  based  on 
professionalism,  and  not  just  dispensing 
units  prepacked  by  manufacturers. 
Manufacturers  are  always  looking  to 
give  their  products  added  value.  You 
can  give  the  products  you  sell  a  unique 
added  value  —  'yourself  in  the  form  of 
advice." 

This  message  for  pharmacy  in  the  wake 
of  the  limited  list  came  from  Mr  John 
Porter,  sales  manager  of  Reckitt  and 
Colman's  pharmaceutical  division.  He  told 
the  Convention  that  chemists  took  75  per 
cent  of  the  £226m  OTC  medicines  market. 
But  he  said  they  could  take  more  if  they 
merchandised  to  take  account  of  impulse 
sales. 

"It  is  recognised  that  neither  the 
pharmacist  nor  the  trained  assistant  can 
spend  time  'selling'  every  line  which  goes 
through  the  till.  Indeed,  counter- 
prescribing  and  GSL  sales  should  be  seen 
as  two  distinct  and  separate  areas. 
Therefore,  in  order  to  complement  the 
personal  nature  of  today's  pharmacy  a 
'correct'  layout  of  stock  for  the  community 
to  choose  from  is  essential." 

But  he  warned  that  indigestion  tablet 
sales,  for  instance,  were  growing  at  a 
faster  rate  through  food  outlets,  than 
pharmacy. 

"You  are  hanging  on  to  cold  treatments 
throughout  the  year,  but  lose  out  in  the 
Winter  due  to  low  stock  levels.  Food 
outlets  are  now  outperforming  you  for 
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-  OTC  MEDICINES 

%  share  ol 

turnover  —  shell 

Product  category 

footage  to  be  used 

Acne  preparations 

4.5 

Cold  treatments 

6.5 

Cough,  cold,  flu 

18.5 

Cough/cold  pastilles 

8.5 

Eye  preparations 

2.5 

Indigestion  remedies 

10.5 

Mouthwashes 

2.5 

Multivitamins 

6.5 

Nasal  sprays/drops 

2.5 

Nerve  tonics 

3.5 

Oral  analgesics 

22.5 

Oral  decongestants 

3.5 

Oral  lesion 

2.5 

Vapour  rubs 

1.0 

Laxatives 

2.5 

Rubefacients 

2.0 

100 

Mr  John  Porter,  sales  manager  of  Reckitt 
&  Colman's  pharmaceutical  division. 

growth  in  analgesics,  the  largest  medicine 
market  you  have. 

"You  dominate  the  market  —  protect 
your  strength,  get  the  product  range 
rationalised,  and  re-merchandised,  and 
show  the  public  that  your  forte  is 
medicine." 

Mr  Porter  urged  the  chemist  to  rethink 
and  re-merchandise  his  medicine  section. 
"Do  it  by  market  share.  This  works  in  any 
size  pharmacy  using  percentages  (see 
table).  Let  the  GSL  lines  sell  themselves 
while  you  are  counterprescribing  —  or  we 
should  say  community  prescribing  —  not 
over  the  counter,  but  from  a  semi-private 
area. 

Numark  get 
on  their  hike 

Two  major  Numark  promotions  for  1985 
were  announced  by  production  manager 
Trevor  Mailing. 

The  "winning  lines"  scratch  card 
consumer  competition  is  Numark's  biggest 
ever  promotion  with  nearly  £30,000  in 
prize  money  and  major  Press  advertising 
running  in  June  and  July  (see  p903  for  full 
details). 

"Streetwise  shopping"  will  feature  in- 
store  in  October  and  November  and  has  50 


children's  bicycles  as  main  prizes  as  well 
as  hundreds  of  runner-up  prizes.  Through 
a  simple-to-enter  competition  it  will  link 
the  importance  of  road  safety  with  the 
wisdom  of  buying  top-branded  goods  at 
low  Numark  prices. 


Profile  of  a 
Nusoft  winner 

Numark's  Keith  Sinclair  urged 
chemists  to  cash  in  on  the  £  125mm  all- 
in-one  nappy  market  which  they 
dominate  with  a  57  per  cent  share 
that  took  20  per  cent  of  all  OTC  sales 
last  year.  And  chemists'  sales  will 
reach  £162.5m  by  1988  (£72m  in  1984) 
and  account  for  37  per  cent  of  their 
OTC  sales,  he  predicted. 

Spearheading  this  push  has  been 
Nusoft  toddler,  launched  last  June,  with  20 
million  sold  already.  "All  our  sales  of  this 
fourth  generation  disposable  were  switch 
sales  from  other  brands.  Our  market  share 
is  just  over  8  per  cent." 

The  success  of  the  Nusoft  nappy 
highlighted  the  drawbacks  of  stocking  the 
major  brands  and  the  role  of  own  label, 
said  Mr  Sinclair.  Major  brands  are:  highly 
competitive  in  price;  low  in  margin  to  meet 
competition  from  grocers;  in  multi-pack 
options  to  cover  all  retailers,  and  in  big 
drops  for  best  discounts,  thus  tying  up 
capital  and  space. 

Against  that  own  label  can:  enhance 
the  profit  mix;  be  exclusive  to  you;  create 
customer  loyalty  and  volume;  combat 
competition;  have  the  right  pack  options, 
and  require  small  drops  which  do  not  tie 
up  space  and  capital. 


DISTINCTIVE  MATERIAL 

LINKING  WITH 
NATIONAL  ADVERTISING 
RETENTION 

OF 

INDIVIDUAL  IDENTITY 


-  - 


A  Numark 
display  at  the 
successful  2Vi 
hour,  27-stand. 
"meet  the  trade" 
session 
attended  by 
around  two 
thirds  of  the  300 
delegates 

Numark  has 
2,500  chemist 
members 
served  by  15 
independent 
wholesale 
companies 
operating  out  of 
23  depots  with  a 
combined 
annual  turnover 
of  around  f 500m 
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PALMA  CONVENTION 


How  to  sel 
more  toiletries 
in  pharmacies 

The  toiletries  market  is  worth  over 
£1  billion  and  used  to  be  the  area 
where  the  chemist  was  king.  But 
over  recent  years.  Boots  and  the 
independent  chemist  have  steadily 
lost  share.  However,  Elida  Gibbs 
national  account  controller,  Jill 
Winter,  believes  the  independent 
chemist  can  compete  and  listed 
ways  he  can  fight  back. 

The  first  stage  is  to  understand  which 
toiletries  markets  are  important  to 
chemists,  Miss  Winter  says  (see  table). 

Clearly,  the  chemist  is  better  able  to 
compete  in  some  markets  rather  than 
others.  To  understand  why  is  the  key  to 
fighting  off  competition.  And  to  find  the 
answer  we  need  to  turn  to  the  consumer. 
My  own  company  recently  carried  out  a 
survey  among  2,000  women  to  find  out 
where  they  bought  their  toiletries  and  why 
they  chose  that  particular  shop. 

Most  women  have  a  main  store  for 
purchasing  their  toiletries.  Understanding 
what  makes  women  choose  the  chemist  as 
the  main  store  is  the  key  to  competing. 

Around  58  per  cent  of  chemist 
shoppers  had  very  strong  reasons  for 
choosing  the  chemist,  such  as  —  I  know  I 
can  get:  my  favourite  brands  (19  per  cent); 
a  wide  range  of  well-known  brands, 
toiletries  and  cosmetics  (11  per  cent);  a 
wide  range,  friendly  staff,  hygienic  store, 
quick  service  (6  per  cent),  and  a  further  11 
per  cent  who  did  not  mention  range  but, 
like  the  previous  group,  mentioned 
friendly  staff,  hygienic  store  and  quick 
service.  Only  3  per  cent  mention 
availability  of  special  offers. 

By  contrast,  the  multiple  grocer 
toiletry  shopper  chooses  to  buy  toiletries  in 
the  grocer  for  the  convenience  of  the  one- 
stop-shop  and  is  not  really  concerned  with 
range.  The  drugstore  main  store  shopper 
is  closer  to  the  chemist  shopper  but  much 
more  concerned  with  special  offers  and 
with  cheaper  own-label  and  less 
concerned  with  range,  but  still  concerned 
with  friendly  staff  and  quick  service. 


Perhaps  surprisingly,  although  some 
shoppers  are  more  price  aware  than 
others,  price  was  not  mentioned  by  any 
group  of  women  as  the  reason  for  choosing 
their  main  store. 

To  compete  successfully,  the  chemist 
should  capitalise  on  his  strengths.  He  can 
offer  a  wider  range  than  either  multiple 
grocers  or  drugstores  and  a  degree  of 
personal  service  that  can  never  be 
matched  by  a  major  national  chain. 

The  chemist  can  develop  his  toiletries 
business  to  meet  the  needs  of  his  customer 
and,  at  the  same  time,  maximise  his  sales 
and  profits  by  concentrating  on  range, 
merchandising  and  promotions. 

First,  range:  the  wider  the  range 
stocked,  the  more  customers  you  will 
satisfy  but  shelves  aren't  elastic  and 
neither  is  working  capital.  While  premium 
brands  may  be  attractive  because  they  are 
exclusive  to  the  chemist,  mass  market 
brands  are  mass  market  because  more 
people  buy  them. 

Stocking  mass  market  brands  builds 
store  traffic,  stocking  premium  brands  is 
what  differentiates  chemists  from  the 
drugstore  or  the  multiple  grocer. 

The  more  difficult  decision  is  what 
other  brands  to  stock.  This  is  where  your 
knowledge  of  local  conditions  comes  in 
and  gives  you  the  edge  on  the  major 
national  chains. 

First,  divide  your  space  by  market 
according  to  market  size,  allowing  no 
more  than  10  per  cent  variation  for  local 
differences  or  high  margin/versus  low 
margin  markets.  Next,  group  markets  by 
type  —  hair,  skin,  dental,  men's  and  so  on. 
Then  70-80  per  cent  of  space  in  each 
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Jill  Winter,  the  national  account 
controller  of  Elida  Gibbs 


market  should  be  given  to  the  core  mass 
market  brands:  don't  overface  the 
premium  brands,  remember  sales 
volume  x  cash  margin  =  cash  profit.  Two 
facings  per  brand  is  an  absolute  minimum. 

Finally,  promotions.  The  purpose  of 
promotions  is  three-fold  —  to  create  an 
image  of  value,  to  attract  impulse 
purchase  and  to  attract  casual  customers. 

Choose  the  brands  you  promote  to 
meet  all  three  criteria.  That  means 
promoting  the  mass  market  brands  that 
your  competitors  promote. 

Don't  promote  the  same  brands 
continuously. 

One  final  point  on  pricing  —  your 
customers  will  pay  a  few  pence  more, 
provided  when  you  promote,  you  match 
the  competition.  But  your  promotional 
prices  should  never  be  more  than  15  per 
cent  below  ongoing  prices. 

At  the  end  of  the  day  all  that  I  have  said 
is  fine  in  theory.  In  practice,  only  you 
know  your  local  circumstances  and  the 
local  competition.  As  an  independent 
chemist  you  do  have  control  over  your 
shop  and  therefore  are  in  a  position  to  try 
out  new  ideas  and  find  out  what  works 
best. 


TOILETRIES  TRADE  SHARES  -  1984  %  shares 


Drug 

Size 

Other 

Multiple 

Stores 

Market 

£m  -  RSP 

Chemist 

grocers 

Boots 

and  Woolworths 

Toothpaste 

90.9 

5 

51 

12 

10 

Shampoo 

102.4 

8 

32 

20 

19 

Hairsprays 

75.8 

8 

23 

25 

26 

Conditioners 

53.9 

10 

25 

29 

20 

Deodorants 

135.7 

10 

23 

25 

24 

Skin  creams 

133.7 

14 

5 

29 

9 

Styling  mousses 

19.5 

14 

7 

29 

30 

Colourants 

48.3 

19 

4 

34 

35 

Perfumery 

143.1 

20 

28 

4 

(Dept  stores  29%) 

Home  perms 

10.8 

25 

4 

27 

36 

CARNATION 

Corn  and  Callous  Caps  that  are  asked  for  by  name. 

Cuxson,  Gerrard  &  Co  (Dressings)  Ltd.,  Oldbury,  Warley,  West  Midlands  B69  3BB 
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The  prostaglandin  link 
in  period  pain 


Prostaglandins  have  been 
linked  to  many  pathological 
processes.  Here  we  consider 
their  role  in  dysmenorrhoea. 


Primary  dysmenorrhoea 

Why  some  women  suffer  from 
dysmenorrhoea  and  others  do  not  is  still  the 
subject  of  much  controversy.  However,  the 
biochemical  links  are  slowly  being 
unravelled  as  a  result  of  our  clearer 
understanding  of  essential  fatty  acid 
metabolism.  It  is  now  well-known  that  the  F 
series  prostaglandins,  and  prostaglandin 
F20  in  particular,  are  produced  in  excessive 
or  unbalanced  amounts  by  women  suffering 
from  dysmenorrhoea.  As  potent 
prostaglandin  synthetase  inhibitors  are  now 
available,  symptomatic  relief  of  the 
condition  is  theoretically  possible.  This 
article  attempts  to  provide  some  of  the 
background  to  the  condition  and  reviews  the 
recent  literature  on  its  alleviation  using  non- 
prescription products. 


The  prostaglandin  theory 

The  existence  of 
prostaglandins  was 
first  hinted  at  in  1930 
and  they  were  named 
as  such  in  1936. 
Originally,  the  prosta- 
glandins were  thought 
to  be  a  single  chemical 
entity  but  isolation  of 
the  pure  compounds 
in  1957  rapidly  led  to 
the  structural  eluci- 
dation of  the 
prototypes  in  1962. 
Since  then,  research 
work  on  these  and 
related  compounds 
has  been  increasing 
exponentially. 


Figure  1: 
Metabolism  of 
linoleic  acid  to 
prostaglandin  E2 

and  F2  . 


The  prostaglandins  are  now  known  to  be 
derived  from  the  essential  fatty  acids.  The 
fatty  acids  are  desaturated  and  elongated  to 
produce  more  highly  unsaturated  and 
longer  chain  fatty  acids.  The  20-carbon 
polyunsaturated  acids  are  then  oxidised  to 
the  various  prostaglandins  (cyclo-oxygenase 
products)  and  leukotrienes  (lipoxygenase 
products)  which  are  collectively  referred  to 
as  the  eicosanoids.  Much  of  the  following 
discussion  will  focus  on  the  prostaglandins 
derived  from  arachidonic  acid, 
(prostaglandins  of  the  2  series),  because  of 
their  particular  relevance  to  dysmenorrhea. 
Prostaglandins  E2  and  F2a  are  particularly 
relevant  in  this  respect  (figure  1). 


Clinical  description 

Dysmenorrhoea  is  usually  classified  into 
primary  and  secondary  types.  Primary 
dysmenorrhoea,  uncomplicated  by 
secondary  pathology,  usually  first  appears  at 
the  onset  or  soon  after  the  first  menstruation. 
There  is  little  doubt  that  dysmenorrhoea 
incapacitates,  and  is  a  major  causes  of 
absenteeism  among  women. 

The  primary  symptom  is  abdominal 
cramping.  Associated  symptoms  which  are 
not  always  present,  but  are  distressing  when 
present,  include  headache,  malaise, 
gastrointestinal  upsets  and  sleep 
disturbances.  To  account  for  these  non- 
specific symptoms,  physicians  and 
psychologists  have,  over  the  past  decade, 
come  up  with  innumerable  theories  to 
suggest  that  the  condition  is  essentially  a 
psychological  one  and  schemes  for  "typing" 
women  into  "dysmenorrhoea"  and  "non- 
dysmenorrhoea"  groups,  based  on 
psychological  tests,  have  even  been  put 
forward. 

Current  scientific  evidence  shows  that 
although  individuals  clearly  have  different 
pain  and  discomfort  thresholds,  the 
psychological  aspects  of  dysmenorrhoea 
have  probably  been  over-emphasized. 
Likewise,  hormonal  and  neuronal  theories 
put  forward  for  explaining  the  condition  are 
probably  only  applicable  to  specific 
subgroups  of  dysmenorrhoeal  patients. 
Therapeutic  approaches  based  on  these 
theories  are  therefore  necessarily  only 
successful  in  relatively  few  patients. 


Menstruation  and 
prostaglandins 

The  cyclic  production  of  oestrogens  and 
progesterone  by  the  ovanes  induces  marked 
changes  in  the  uterine  endometrium.  At  the 
start  of  each  cycle,  the  endometrium  is  at  its 
thinnest  but  the  cells  rapidly  proliferate  in 
the  first  part  of  the  cycle  under  the  influence 
of  ovarian  oestrogens.  By  the  time  of 
ovulation,    cellular   proliferation   m  the 
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endometrium  is  at  a  maximum  and  a  well- 
perfused  cellular  layer  several  millimetres 
thick  is  formed.  Further  secretion  of 
oestrogens  helps  to  maintain  this  layer  and 
progesterone  produced  by  the  corpus 
leuteum  leads  to  increased  secretory  activity 
within  the  layer.  The  endometrium  is  now 
ready  for  implantation  of  a  fertilized  ovum.  If 
no  such  ovum  presents  itself,  the 
progesterone  and  oestrogen  levels  fall 
sharply  and  menstruation  follows. 

The  breakdown  of  the  endometrial  layer 
follows  the  interruption  of  stimulation  of 
cellular  proliferation  and  secretory  activity 
by  the  hormones.  Prostaglandins  are 
synthesised  and  released  and 
vasoconstriction  and  shedding  of 
endometrial  cells  follows.  Current  theory 
suggests  that  accompanying 
vasoconstrictive  ischaemia  is  the  cause  of 
the  uterine  pain. 

The  prostaglandins  were  intially 
considered  as  compounds  possessing 
identical  pharmacological  activities  but  they 
are  now  known  to  be  a  highly  heterogeneous 
group  of  compounds  often  with  opposite 
effects  on  the  same  organ.  These  differences 
are  demonstrated  by  the  effects  of 
prostaglandins  E2  and  ¥20  on  the  uterus. 

Uterine  prostaglandins  are  observed  at 
their  highest  levels  during  the  menstrual 
period.  In  the  non-pregnant  human  uterus, 
in  vitro  studies  show  that  prostaglandin  F2u 
induces  contractions  while  PGE  causes 
relaxation.  In  vivo  studies,  however,  show 
that  both  prostaglandins  contract  uterine 
muscles.  Exogeneously  applied 
prostaglandin  E  and  F20  reproduce 
symptoms  of  dysmenorrhoea.  Higher  levels 
of  these  eicosanoids  are  found  in  the 
endometrial  washings  and  in  menstrual 
fluids  of  patients  suffering  from  the  condition 
than  in  control  subjects.  But  the  uterine 
muscles  of  dysmenorrhoeic  women  do  not 
appear  to  be  hypersensitive  to  the 
prostaglandins  and  systemic  blood  level 
concentrations  are  no  higher  in  these 
patients  than  in  controls.  Some  data  suggest 
that  the  ratio  of  prostaglandin  F20  to 
prostaglandin  E  is  also  significant  in 
determining  the  severity  of  dysmenorrhoeal 
pain;  the  higher  the  ratio,  the  greater  is  the 
pain. 


Therapy 


If  the  prostaglandin  theory  for  explaining 
dysmenorrhoea  is  correct,  then 
prostaglandin  synthetase  inhibitors  should 
be  effective  in  alleviating  the  symptoms 
associated  with  the  condition.  A  large 
number  of  clinical  trials  have  now  shown 
that  this  is  indeed  the  case.  Non-steroidal 
anti-inflammatory  agents  (NSAID's)  which 
have  been  successfully  used  in  this  respect 
include   mefenamic   acid,  ibuprofen, 


naproxen,  indomethacin,  phenylbutazone, 
flufenamic  acid  and  aspirin. 

Of  these,  only  the  aspirin  and  ibuprofen 
are  currently  available  without  prescription 
in  the  UK  and  will  therefore  be  the  only  ones 
discussed  in  more  detail  in  this  review.  All 
share  the  ability  to  inhibit  the  enzyme  cyclo- 
oxygenase  and  hence  interfere  with  the 
synthesis  of  prostaglandins. 

Aspirin  has  been  the  most  disappointing 
relative  to  the  other  NSAID's  in  relieving  the 
symptoms  of  dysmenorrhoea.  When  given  at 
the  onset  of  menstruation,  the  drug  appears 
to  be  no  better  than  placebo.  Administration 
three  days  prior  to  the  start  of  menstrual 
flow,  however,  produced  significant 
alleviation  of  symptoms.  Its  usefulness  is 
therefore  confined  to  subjects  with  regular 
menstrual  periods.  The  significant 
prolongation  of  bleeding  time  induced  by 
the  anti-platelet  activity  of  aspirin  also  makes 
it  a  less  than  ideal  drug  in  dysmenorrhoea. 
Some  data  suggest  that  aspirin  does  not 
increase  the  amount  of  blood  lost  during  the 
menstrual  period  while  others  indicate  that  it 
does. 

Ibuprofen  (see  C&D  February  11,  1984, 
p257)  is  a  much  more  potent  inhibitor  of 
uterine  prostaglandin  synthetase  than 
aspirin.  Clinical  trials  using  ibuprofen  have 
generally  shown  it  to  be  effective  in 
alleviating  the  symptoms  of  dysmenorrhoea 
whether  the  drug  is  used  prophylactically  or 
at  the  onset  of  symptoms.  In  common  with 
the  other  newer  NSAID's,  ibuprofen  has 
been  shown  to  decrease  menstrual 
prostaglandin  levels  as  well  as  the  uterine 
contractions  observed  in  dysmenorrhoea, 
thus  providing  additional  support  for  the 
prostaglandin  theory  of  dysmenorrhoea. 

When  compared  with  diclofenac, 
indomethacin  and  naproxen,  ibuprofen 
appears  to  show  more  selective  inhibition  of 
PGF20  relative  to  PGE.  This,  as  has  already 
been  suggested,  may  be  advantageous  in 
alleviating  dysmenorrhoea. 

Ibuprofen  has  been  shown  to  be  more 
effective  than  aspirin  in  dysmenorrhoea. 

Paracetamol  has  little  activity  against 
peripheral  cyclo-oxygenase  and,  not 
surprisingly,  the  drug  is  less  active  than 
ibuprofen  in  dysmenorrhoea.  It  is  possible 
that  in  trials  comparing  single  dose 
ibuprofen  (400mg)  with  paracetamol 
(500mg),  less  than  the  optimal  dose  of  the 
latter  may  have  been  used.  Indeed,  in  one 
study  using  lg  paracetamol  three  times 
daily,  positive  effects  comparable  to  400mg 
ibuprofen  t.i.d  were  observed  in 
dysmenorrhoea.  Nonetheless,  pooling  of  the 
available  evidence  suggests  that 
paracetamol  is  not  the  OTC  drug  of  first 
choice  in  dysmenorrhoea.  In  drawing  up 
protocols  for  clinical  trials  to  compare 
ibuprofen  against  paracetamol  in 
dysmenorrhoea,  clinicians  should  however 


pay  closer  attention  to  this  disparity  in 
results. 


Other  drugs 


Increased  spasmodic  activity  is  observed  in 
dysmenorrhoea  and  the  use  of 
antispasmodic  agents  is  theoretically 
rational.  Homatropine,  hyoscine  and 
ambucetamide  are  present  in  some  OTC 
formulations  for  this  purpose.  Clinical  data 
supporting  their  effectiveness  are  however 
sparse  and  anticholinergic  side-effects 
severely  limit  the  usefulness  of  the  alkaloids. 


Conclusion 


Much  evidence  is  now  available  to  suggest 
that  over-production  of  uterine 
prostaglandins  is  responsible  for  many  of  the 
symptoms  of  dysmenorrhoea.  Inhibiting 
their  synthesis  by  the  use  of  contraceptive 
steriods  or  non-steroidal  anti-inflammatory 
agents  relieve  the  symptoms  of 
dysmenorrhoea. 

Of  the  available  non-prescription  drugs 
for  this  purpose,  ibuprofen  is  particularly 
promising  but  a  critical  approach  to  its  use  is 
still  required.  Doses  of  400mg  appear 
necessary.  In  patients  sensitive  to  aspirin, 
ibuprofen  is  also  contraindicated  because  of 
possible  cross-sensitivity  between  NSAID's 
Paracetamol  (lg  t.i.d)  is  a  suitable 
alternative  in  these  patients  and  in  patients 
suffering  from  asthma.  Paracetamol  is  also  a 
better  choice  in  patients  with  gastrointestinal 
pathology  but  less  dramatic  results  should 
be  expected.  Unlik  aspirin,  ibuprofen  may 
be  used  safely  in  haemophiliacs. 

Ideally,  analgesics  should  be  given  prior 
to  the  onset  of  menstruation  although  this 
seems  to  be  less  important  with  ibuprofen. 

Patients  suffering  from  dysmenorrhoea 
for  the  first  time  relatively  late  in  adult  life 
should  be  referred  to  their  physicians  to 
exclude  secondary  dysmenorrhoea. 
Primary  dysmenorrhoea  usually  presents 
itself  within  two  years  of  the  menarche.  In 
some  patients,  NSAID's  prove  irieffective 
and  prescribed  contraceptive  steriods  may 
be  useful.  In  any  case,  such  patients  should 
be  referred  for  further  investigations.  Some 
patients  may  draw  comfort  from  the 
knowledge  that  pregnancy  and  childbirth 
usually  provide  relief  from  dysmenorrhoea, 
probably  as  a  result  of  increased  uterine 
vascularity.  While  pregnancy  has  often 
been  put  forward  as  a  cure  for 
dysmenorrhoea  in  the  past,  this  is  clearly  a 
rather  drastic  treatment  which  very  few 
women  will  now  accept. 


This  is  one  of  a  series  of  "pull  out  and 
keep"  articles  on  OTC  topics  by  Professor 
Alain  Li  Wan  Po,  professor  of 
pharmaceutics.  The  Queen's  University  of 
Belfast. 
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They  Trust  Your  Advice  for  Treating  Head  Lice. 
And  with  new  Suleo  Lotions,  compliance 

has  never  been  easier. 


Until  now,  eradication  of  children's 
ice  has  always  been  a  worry  for  mothers. 
They  believe  the  strong,  pungent  smell  of 
traditional  lotions  is  an  instant  flag  to 
others  that  the  family  has  lice.  And 
because  12  hour  contact  was  recommen- 
ded, this  often  resulted  in  extra  laundering 
of  school  hats  and  pillow  cases. 

But  now,  you  can  be  much  more 
confident  of  parental  compliance  with  a 


louse  control  regime  because  International 
Laboratories  have  introduced  Suleo-M 
Lotion  (with  malathion)  and  Suleo-C 
Lotion  (with  carbaryD.This  new  Suleo 
lotion  range  kills  head  lice  and  eggs  in  two 
hours.  After  this  time,  the  patient's  hair 
can  be  washed  with  an  ordinary  sham- 
poo. This  ten  hour  advance  in  speed  of 
treatment  enormously  enhances  the 
prospect  of  full  patient  compliance. 


Suleo-M  and  Suleo-C  Lotions. 
Major  Step  Forward  in  Louse  Control, 


Another  Guaranteed  Product  from  International  Laboratories 
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Drink  leads  to  second 
striking  off  in  six  years 


A  pharmacist,  sacked  from  his  job  in 
Peterborough  after  being 
questioned  about  his  drinking  and 
about  dispensing  errors,  has  been 
struck  off  the  Register  for  the  second 
time  in  six  years. 

The  Statutory  Committee  of  the 
Pharmaceutical  Society  last  week  found 
Mr  Kenneth  Brian  Smith  (registration  no. 
51247),  now  living  in  Westdale  Grove, 
Pudsey,  guilty  of  professional  misconduct 
while  employed  by  Savory  &  Moore  Ltd  at 
the  Orton  Centre,  Peterborough,  last  July. 

Mrs  Ruby  Davey,  licensee  of  the  Alma 
Park  Hotel  in  Peterborough,  said  that  after 
seeing  the  state  of  a  bedroom  occupied  by 
Mr  Smith  on  the  night  of  July  3  she  asked 
his  employers  to  remove  him  from  her 
premises.  "The  sight  which  greeted  me 
was  really  disgusting.  The  bed  was  filthy 
with  vomit  and  urine. . .",  she  said. 

Mrs  Hazel  Rumball,  an  assistant  at  the 
Peterborough  pharmacy,  said  that  she  first 
saw  Mr  Smith  on  the  morning  of  July  2, 
and  was  "horror-stricken"  because  he 
looked  so  scruffy.  During  the  day  he  asked 
her  several  questions,  some  of  which 
caused  her  to  wonder  about  his 
pharmaceutical  knowledge.  When  he 
came  to  work  two  days  later  she  noticed 
that  his  breath  smelt  of  alcohol. 

Another  assistant,  Miss  Maureen 
Thornthwaite,  said  she  also  smelt  alcohol 
on  Mr  Smith's  breath  on  July  4.  During  the 
morning  Mr  Smith  dispensed  Librium 
capsules  instead  of  Frisium  and  mixed  up 
two  prescriptions  for  kaolin  and  morphone 
and  eye-drops.  Another  patient  returned 
with  an  empty  container  which  should 
have  contained  capsules. 

Mr  Smith  was  sacked  on  the  afternoon 
of  July  4  by  regional  general  manager  Mr 

Sexual  favours 
charge  denied 

Police  allegations  that  a  pharmacist 
was  supplying  drugs  to  women  in 
the  hope  of  sexual  favours  were 
denied  by  him  at  a  Statutory 
Committee  meeting  last  week. 

Mr  Josselyn  Hill,  solicitor  for  the 
Committee,  said  police  kept  watch  on  the 
pharmacist  after  he  had  been  warned 
"'time  and  time  again"  of  complaints  that  he 
was  selling  or  supplying  drugs  in  a  local 
public  house. 


Michael  Ward  Jones. 

He  said  that  when  questioned  about 
allegations  of  drinking  and  dispensing 
mistakes  Mr  Smith  admitted  having  been 
struck  off  the  Register  in  1979  over  drink 
and  the  unlawful  supply  of  POMs. 

Mr  Smith  told  the  Committee  he 
neither  vomited  nor  urinated  in  his  hotel 
room.  He  said  he  was  a  moderate  drinker, 
mainly  at  weekends,  but  never  while  on 
duty.  He  had  a  glass  of  table  wine  on  the 
day  he  wasdismissed  because  it  was  his 
birthday  and  he  met  a  friend  who  was 
about  to  leave  for  the  Middle  East. 

On  the  last  morning  he  worked  at  the 
pharmacy  he  was  under  great  pressure 
and  must  have  misread  the  prescription  for 
Frisium.  He  could  not  remember  the  other 
mistakes  alleged  against  him. 

Chairman  Sir  Carl  Aarvold  said  there 
was  a  direct  conflict  of  evidence  between 
Mr  Smith  and  the  other  witnesses  but  when 
they  looked  further  into  what  happened  on 
July  4  they  found  that  Mr  Smith  made  at 
least  four  dispensing  mistakes.  "Faced  with 
the  whole  picture  we  are  driven  to  the 
conclusion  that  misconduct  has  been  fully 
proved." 

Sir  Carl  added  that  Mr  Smith  had  the 
good  fortune  to  be  given  another  chance 
when  he  was  restored  to  the  Register  in 
1984.  The  Committee  would  perhaps  not 
be  fulfilling  their  duty  if  they  were  to  allow 
further  risk  to  the  public  by  allowing  Mr 
Smith  to  remain  on  the  Register. 

"We  cannot  allow  that.  It  would  not  be 
fair  to  the  Society,  to  this  Committee  and 
certainly  not  to  the  public  to  allow  that  sort 
of  risk  to  continue  any  longer  than 
necessary,"  said  Sir  Carl. 

Mr  Smith  has  three  months  in  which  to 
appeal. 


This  allegation  was  also  denied  by  the 
pharmacist,  64-year-old  Mr  Reginald 
Cruddis  of  Edgefield  Avenue,  Fawdon, 
near  Newcastle-upon-Tyne. 

Mr  Cruddis  appeared  before  the 
Committee  following  his  conviction  at 
Newcastle  Magistrates  Court  on  three 
counts  of  unlawful  supply  of  drugs  with 
four  cases  taken  into  consideration.  The 
court  had  fined  him  £700  with  £225  costs. 

Mr  Hill  said  Mr  Cruddis  also  faced 
complaints  by  the  Society's  Council  that 
.between  September  1983  and  March  1984, 
he  made  several  supplies  of  POMs  to  local 
women  without  prescriptions  and 
attempted  to  supply  three  POMs  to  another 


woman  at  Whitley  Bay. 

Mr  Hill  said  that  on  January  31  last  year 
a  Society  inspector  accompanied  police 
when  they  followed  the  pharmacist  to  the 
North  Kenton  home  of  Mrs  Eileen  Barker 
who  had  a  history  of  drug  addiction. 

Accompanied  by  Mrs  Barker,  he  drove 
with  her  to  Whitley  Bay  via  his  pharmacy. 
At  the  front  door  of  a  house  in  that  town,  he 
was  intercepted  by  police  and  found  to 
have  a  packet  containing  233  Soneryl 
tablets,  10  Tenuate  Dospan  tablets  and  37 
quinine  sulphate  tablets,  all  unlabelled. 

He  told  police  he  had  been  expecting 
the  occupant,  a  Mrs  Gagie,  to  produce  a 
prescription. 

But  she  did  not  have  one  and  had  not 
been  prescribed  the  drugs,  said  Mr  Hill. 
On  that  same  evening,  Mr  Cruddis  had 
given  Mrs  Barker  100  Distalgesic  tablets 
without  a  prescription. 

The  following  month,  Mrs  Barker  gave 
him  a  prescription  for  the  drug  in  the 
name  of  her  husband.  The  prescription 
had  clearly  been  altered  from  100  to  200 
by  Mr  Cruddis  who  dispensed  them 
without  checking  with  the  doctor. 

The  "drugs  for  hoped-for  sexual 
favours"  charge  was  denied  on  Mr 
Cruddis's  behalf  by  his  solicitor,  Mr 
William  Jordan.  There  was  not  a  shred  of 
evidence  to  support  the  allegation  or  the 
one  that  he  was  selling  or  handing  over 
drugs  in  a  local  pub. 

Mr  Cruddis  had  been  foolish  and  in 
some  ways  "downright  irresponsible."  But 
his  conduct  did  not  warrant  strikmg-off, 
said  Mr  Jordan.  He  suggested  that  the 
matter  could  be  dealt  with  by  way  of  a 
reprimand  or  financial  penalty. 

Mr  Cruddis  told  the  Committee  that  he 
helped  wean  Mrs  Barker  off  drugs  and 
invited  her  and  her  husband  out  for  a  meal 
to  celebrate.  Earlier  in  the  evening,  Mrs 
Gagie,  an  old  friend  telephoned  to  ask  for 
three  different  types  of  tablets.  He 
delivered  them  but  would  not  have  handed 
them  over  without  a  prescription. 

He  supplied  Distalgesic  to  Mrs  Barker 
on  the  misunderstanding  she  would  give 
him  a  prescription  the  next  day. 

Mrs  Barker  told  the  Committee  her 
husband  intended  to  go  with  them  for 
supper  but  volunteered  to  stay  at  home 
when  the  baby  sitter  let  them  down.  She 
said  Mr  Cruddis  bought  her  riding  gear 
and  paid  for  riding  lessons  to  help  her  get 
off  drugs  and  also  helped  to  pay  a  fine 
when  she  was  detained  at  a  remand  centre. 

Her  husband  did  not  know  that  she  was 
getting  Distalgesic  in  his  name.  And  Mr 
Cruddis  did  not  know  she  was  addicted  to 
them  when  he  helped  wean  her  off  other 
drugs. 

The  Committee  will  announce  its 
findings  on  May  22. 
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Wife's  illness 
leads  to  theft 


The  manager  of  a  Wakefield 
chemists  who  stayed  open  at 
lunchtime  to  "milk  the  till"  was 
reprimanded  by  the  Statutory 
Committee  of  the  Pharmaceutical 
Society  last  week. 

Mr  Norman  Casdan,  of  Broomhill 
Drive,  Leeds,  estimated  he  stole  about 
£1,000  in  an  11-month  period  from  the 
pharmacy  at  Kirkgate  after  his  wife  had  to 
go  into  hospital  for  a  serious  operation. 

Mr  Josselyn  Hill,  for  the  Society,  said 
Mr  Casdan  was  subsequently  convicted  at 
Wakefield  Magistrates  Court  last  July  of 
three  offences  of  theft  from  his  employer, 
Mr  Harold  Heaton,  between  April  1983 
and  March  1984.  One  further  "mopping 
up"  offence  was  taken  into  consideration 
by  the  court.  Mr  Casden  was  sentenced  to 
three  months  imprisonment,  suspended  for 
two  years,  fined  £200  and  ordered  to  pay 
compensation  of  £1,000. 

Mr  Hill  said  Mr  Casdan  admitted  the 
thefts  to  his  employer,  who  called  in  the 
police.  He  told  Mr  Heaton  that  in,  about 
April  1983,  he  started  keeping  the  shop 
open  over  lunch  when  the  staff  were  not 
present,  and  then  took  small  sums  by  not 
recording  all  the  sales  on  the  till  roll. 

Mr  John  Stakes,  solicitor  for  Mr 
Casdan,  said  his  client  had  served  the 
profession  well  for  27  years.  The  offences 
were  committed  when  his  teacher  wife 
underwent  a  serious  operation  and  was  off 
work  for  five  months.  The  cut  in  income 
caused  Mr  Casdan  to  "go  off  the  rails".  The 
chemist  then  found  it  difficult  to  stop,  even 
though  his  wife  returned  to  work  in 
September  1983. 

Committee  chairman,  Sir  Carl  Aarvold 
said  Mr  Casdan  devised  a  scheme  which 


was  deliberate,  simple  and  unworthy.  But 
the  Committee  accepted  it  was  not  the 
certainty  of  discovery  that  caused  him  to 
make  a  full  confession. 

"He  must  have  had  a  most  miserable  11 
months  while  this  thieving  was  going  on 
day  after  day,  and  must  have  seen  his  life's 
work  and  position  draining  away  from 
him,"  said  the  chairman.  He  added  that  the 
Committee  was  perhaps  erring  on  the  side 
of  leniency  by  deciding  not  to  remove  his 
name  from  the  Register. 

%F  sales  during 
lunch  absence 

The  superintendent  pharmacist  of  a 
Battersea  chemist  shop  was 
reprimanded  for  permitting 
unlawful  sales  of  Codis  and 
Benylin. 

Mr  Madhubhai  Desai,  of  Copse  Hill, 
Wimbledon,  admitted  before  the  Statutory 
Committee  that  the  medicines  were  sold  to 
an  inspector  by  his  brother  and  fellow 
director  of  Barker  Chemicals  Ltd  at  Falcon 
Road,  in  the  absence  of  a  pharmacist. 

The  brother,  Mr  Kanoo  Desai,  and  the 
company  were  subsequently  convicted  in 
July  last  year  of  two  offences  under  the 
Medicines  Act  and  each  fined  a  total  of 
£40,  with  £320  costs  against  the  company. 

The  inspector,  Mrs  Jacqueline  Riley, 
said  Mr  Kanoo  Desai  told  her  that  the 
pharmacist  was  out  to  lunch  when  she 
made  the  purchases  on  the  morning  of 
October  24  1983.  She  and  another 
inspector  then  went  into  the  dispensary 
and  found  a  young  man  dispensing  a 
prescription.  He  admitted  having 
dispensed  another  prescription  after  Mr 
Medhubhai  Desai  had  left  the  shop. 

Mr  Kanoo  Desai  told  the  Committee 
that  he  did  not  realise  that  his  brother  had 


gone  to  lunch  when  he  sold  the  medicines. 
Mr  Medhubhai  Desai  said  the  dispensing 
assistant  was  a  very  enthusiastic  employee 
who  had  obtained  his  diploma  a  couple  of 
months  previously. 

"I  told  him  not  to  dispense  while  I  was 
at  lunch  but  to  leave  the  dispensary  and 
work  on  the  till  in  the  shop,"  he  said.  He 
added  that  his  brother  knew  that  he  should 
not  sell  medicines  in  his  absence  and  had 
made  an  error. 

Chairman  Sir  Carl  Aarvold  said  the 
Committee  did  not  think  it  necessary  to 
impose  the  severe  penalties  of  removing 
Mr  Desai's  name  from  the  Register  or 
disqualifying  the  shop  premises.  Instead,  a 
reprimand  would  be  addressed  to  Mr 
Desai  and  the  company. 

Reprimand  after 
locum  s  absence 

A  Worthing  chemist  was  criticised 
for  relying  on  a  75-year-old  locum 
who  failed  to  turn  up  for  work  on 
two  consecutive  days  last  May. 

Mr  Lawrence  Sprey,  of  Balcombe 
Avenue,  told  the  Statutory  Committee  last 
week  that  the  locum,  who  had  since  died, 
was  again  absent  on  a  third  day  when  an 
inspector  visited  the  shop  in  Station  Road, 
Portslade,  and  was  sold  a  packet  of  Codis 
in  the  absence  of  a  pharmacist. 

The  inspector  also  discovered  that  a 
prescription  for  Synalar  ointment  had 
been  dispensed  without  supervision.  The 
company  —  S.F.  George  Ltd  —  was 
subsequently  convicted  of  two  offences  of 
unsupervised  sales  of  medicines  at  Hove 
Magistrates  Court  last  November,  fined 
£150  on  each  offence,  and  ordered  to  pay 
£100  costs. 

Mr  Sprey,  a  director  and 
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The  West  &  Wales  Retail  Chemists  Exhibition 

EXHIBITION  CENTRE -  BRISTOL  11am  to  7pm    June  16-17 1985 


Chemists  and  allied  retailers  can  apply  for  free  tickets  from: 
TRADES  EXHIBITIONS  LTD  Exhibition  House,  Spring  Street,  London  W2  3RB.Tel:  01-262  2886. Telex:  25271  (Kenwod)  G.Trafairs. 
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superintendent  pharmacist  at  the  time  of 
the  offences,  told  the  Committee  that  he 
had  used  the  late  Mr  Harry  Hague  as  a 
locum  for  three  or  four  years.  Mr  Hague 
had  never  been  late  or  failed  to  attend, 
and  Mr  Sprey  had  no  reason  to  doubt  his 
fitness  or  general  health. 

On  May  17,  last  year  Mr  Hague  failed 
to  arrive  at  the  shop.  When  Mr  Sprey 
phoned  him  at  home,  Mr  Hague  said  he 
had  forgotten,  but  added  that  he  was  all 
right  and  knew  he  was  due  to  work  in  the 
shop  the  following  day. 

But  Mr  Hague  again  failed  to  turn  up 
on  May  18.  He  told  Mr  Sprey  he  had 
overlooked  the  booking  and  was  not 
feeling  well.  He  added  that  he  felt  he 
would  be  all  right  for  work  the  following 
Monday,  and  confirmed  this  on  the 
Saturday.  Mr  Sprey  said  he  telephoned  Mr 
Hague's  wife  on  Monday  morning,  and 
was  surprised  to  find  him  still  at  home 
when  he  should  have  been  at  the  shop.  Mr 
Hague  denied  any  knowledge  of  the 
arrangement. 

"I  immediately  went  to  the  shop  and 
was  met  by  Mr  Fowler  (the  inspector),  who 
said  he  had  purchased  a  packet  of  Codis 
and  that  an  NHS  prescription  had  been 
dispensed  in  the  absence  of  a  pharmacist," 
said  Mr  Sprey. 

The  Committee  chairman,  Sir  Carl 
Aarvold,  said  what  happened  on  May  21 
was  perhaps  not  only  foreseeable,  but  had 
the  "searchlight  of  common  sense  lighting 
up  the  risk  and  danger"  of  engaging  an 
elderly  locum  who  had  failed  to  fulfil  his 
bookings  on  two  previous  occasions. 

When  Mr  Sprey  learned  Mr  Hague  was 
still  at  home  on  the  Monday  and  not 
feeling  well,  he  may  have  been  surprised 
but  surely  no  one  else  was. 

Finding  the  pharmacist  guilty  of 
professional  misconduct  the  Committee 
directed  that  a  reprimand  be  delivered  to 
both  the  company  and  Mr  Spey. 


Spot  the  RPA 
candidate 

It  is  a  well  established  fact  that  the  support 
for  "organisations"  rises  and  falls 
according  to  external  pressures. 

The  Rural  Pharmacists  Association  is 
no  exception  and  has  had  to  struggle  to 
maintain  the  level  of  support  it  is  entitled  to 
expect.  However,  it  is  good  to  see  that  such 
a  splinter  group  of  pharmacists,  which 
refused  the  umbrella  of  the  large  bodies  in 
order  to  be  free  from  politics,  has  achieved 
such  a  position  that  it  is  now 
acknowledged,  consulted  and  respected 
by  these  large  bodies. 

That  this  position  has  been  reached  is 
due  in  a  large  part  to  the  unstinting  efforts 
of  the  chairman  and  secretary  of  the 
Association. 

These  two  gentlemen  have  been 
knocked  down  time  and  again  but  have 
insisted  on  getting  up  to  continue  to 
promote  the  cause  of  rural  pharmacy. 

It  is  ironic,  in  a  way,  that  neither  has  a 
business  threatened  with  closure  by 
dispensing  doctors,  although  both  are  only 
too  well  aware  of  the  financial  problems  of 
rural  dispensing.  Both  gentlemen  have 
therefore  helped  the  policy  of  the 
RPA  in  the  direction  of  the  provision  of  a 
total  pharmaceutical  service  in  rural 
areas. 

Consultation  by  the  large  bodies  is  fine 
but  representation  is  better  still.  As  PSGB 
Council  election  draws  near,  I  would  ask 
all  pharmacists  who  are  concerned  about 
the  proper  provision  of  such  services  to 
look  carefully  at  the  credentials  of  all 
candidates  and  to  put  "No  1'  against  the 
candidate  who  can  do  most  good  for  rural 
pharmacy. 
Roger  King 
Poole,  Dorset. 
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A  fitting  combination  for  an  epileptic? 


Stirring  the  mud 

A  leaflet  from  the  Unichem  organisation 
has  just  been  drawn  to  my  attention.  It  is 
entitled  "Warn  —  dispensing  doctor  — 
zap". 

It  is  a  crude  and  scurrilous  attempt  by 
that  business  enterprise  to  gain 
commercial  advantage  over  its  competitors 
by  generating  ill-feeling  between  chemists 
and  dispensing  doctors. 

I  have  written  to  the  managing  director 
of  Unichem  asking  for  both  an  explanation 
and  an  apology.  I  have  also  written  to  the 
Rural  Pharmacists  Association,  asking 
them  to  join  us  in  condemning  Unichem. 
Several  months  ago  the  RPA  offered  co- 
operation witht  the  Dispensing  Doctors' 
Association.  This  would  seem  to  be  a 
golden  opportunity. 
Dr  David  Roberts 
Chairman 

Dispensing  Doctors'  Association 


THE  TRIANGLE  TRUST 

The  Triangle  Trust  1949  fund  is  an  independent  charitable 
trust  administered  by  a  Board  of  Trustees.  Its  primary  aim  is 
the  relief  of  hardship  or  distress  in  the  case  of  people  and 
their  dependants  employed  or  formerly  employed  in  the 
pharmaceutical  industry  in  Great  Britain.  Such  relief  may 
include  assistance  with  educational  expenses. 
The  Trustees  will  also  consider  on  their  merits  any  applica 
tions  for  assistance  beyond  the  scope  of  an  employer's 
responsibilities,    concerning    education    or    training  at 
recognised  centres  of  study  for  general  or  special  subjects. 
For  additional  information, 
or  to  apply  for  assistance,  write  to: 
The  Secretary  Dept  CD 
THE  TRIANGLE  TRUST  1949  FUND 
Clarges  House.  6  12  Clarges  Street 
London  W1Y8DH 


SURGICAL  ELASTIC  HOSIERY 
BELTS  —  TRUSSES 

•  TWO-WAY  STRETCH  ELASTIC  YARN 

•  FLATBED  KNIT  &  CIRCULAR  KNIT 

•  NYLON  LIGHTWEIGHT  STOCKINGS 

•  NYFINE  LIGHTWEIGHT  TIGHTS 

•  SEAMLESS  ONE-WAY  STRETCH 

•  NYLON  NET 

Stock  Sizes  or  Made- to- Measure 
Obtainable  direct  or  through  your  wholesaler  Write  tor  Merature 


Stock  Belts  (Abdominal  and  Spinal)  -  Elastic  Band  Trusses  -  Jock  Straps 

Suspensory  Bandages            Athletic  Slips  Stockinette  Bandages 

Vernon  Works,  Bastord,  Nottingham 

Phone  787841/2  Grams:  Easiness 
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Unichem  membership 
nears  5,000  mark 


The  number  of  Unichem 
pharmacies  stood  at  4,850  at  the  end 
of  last  year  —  a  new  record.  Sales, 
net  profit  and  members'  profit  share 
are  also  at  all-time  highs. 

The  group's  ten-year  record  shows 
1975's  sales  and  profits  of  £36m  and  £1.2m 
growing  to  £137m  and  £8. 5m  in  1979,  and 
reaching  £370m  and  £27. 9m  last  year. 

Profit  distribution  to  members  stood  at 
iVzm  in  1975,  and  had  risen  to  £25. 2m  by 
1984.  The  biggest  jump  came  in  1979, 
when  profit  share  rose  £6m  to  £8. 2m. 

Chairman  Norman  Sampson,  about  to 
retire  having  completed  his  five  years  in 
the  post,  describes  1984  as  "a  positive  year 
of  growth  . . .  despite  the  many 
uncertainties  which  prevailed". 

Parallel  importing  had  an  adverse 
effect  on  progress,  he  goes  on,  but 
Unichem  continued  to  resist  the 
temptation  to  become  involved. 

"There  are  some  encouraging  signs  to 
suggest  the  flow  of  imported  drugs  has 
been  stemmed,  perhaps  by  the 
uncertainties  in  today's  marketplace 
brought  about  by  HD  endorsement 
requirements,  the  limited  list,  and  further 
Government-imposed  price  reductions. 

"However,  we  will  not  rest  from  our 
campaign  on  this  matter  —  parallel 

P&G  to  drop 
satanic'  logo? 


the  13  original  colonies  which  made  up  the 
United  States. 

At  one  stage,  the  company's  consumer 
services  department  was  inundated  with 


importing  harms  our  country,  our 
profession,  and  our  future,  he  says." 

At  the  Society's  annual  meeting,  to  be 
held  in  Chessington  on  May  23,  Unichem 
directors  will  recommend  a  final  profit 
share  for  members  of  2  per  cent  on 
qualifying  purchases,  plus  1.5  per  cent  on 
relevant  purchases. 

Recommended  interest  on  members' 
shareholdings  will  be  7.5  per  cent,  with 
maximum  number  of  shares  remaining 
fixed  at  10,000  per  member. 

Some  3.600  Unichem  members  now 
use  PROSPER,  with  another  75  PRISM 
users.  Scriptwriter  sales  are  said  to  have 
"plateaued"  at  the  500  mark,  and  no  more 
of  these  machines  are  to  be  manufactured. 
Support  services  will  continue. 

Unichem  are  currently  looking  at  the 
packaging  of  their  own-label  products, 
with  the  idea  of  giving  them  a  new  look. 

"We  can  no  longer  claim  to  be  the 
largest  independent  wholesaler  with  the 
recent  acquisition  of  Vestric  by  AAH"  Mr 
Sampson  concludes.  "But  we  remain  the 
largest  independent  wholesaler. 

"I  fail  to  see  why  independent 
pharmacists  continue  supporting 
wholesalers  who  supply  and  encourage 
dispensing  doctors  or,  for  that  matter, 
wholesalers  with  their  own  retail  outlets." 


calls  on  the  subject.  According  to  the 
Financial  Times,  P&G  have  spent 
hundreds  of  thousands  of  dollars  fighting 
the  rumours.  They  even  hired  two 
detectives  to  track  down  the  source  of  the 
trouble. 

A  spokesman  for  P&G  in  the  UK  said 
they  have  never  had  more  than  a  handful 
of  inquirers  in  this  country. 


Failed  bid  nets 
Reckitt  £1.3m 

Reckitt  &  Colman's  abortive  bid  for 
Nicholas  Kiwi  last  year  netted  the 
group  an  extraordinary  profit  of 
£1.3m,  their  annual  report  reveals. 

Reckitt  bought  14.55  million  Nicholas 
shares  as  the  takeover  bid  began,  paying 
A$l  each  for  them.  By  year  end,  when  they 
dropped  out  of  the  bidding,  they  were  able 
to  sell  them  again  for  A$5.25. 

"We  feel  we  were  right  to  withdraw 
from  what  had  become  a  public  auction, 
particularly  in  view  of  the  determination  of 
Nicholas's  major  shareholders  to  retain 
control  of  their  domestic  Australian 
business,  a  proposition  to  which  we  could 
not  agree"  says  chief  executive  John  West. 

Turning  to  the  successful  acquisition  of 
Airwick,  which  cost  Reckitt  £165m,  Mr 
West  says  integration  of  the  two  groups 
should  be  "virtually  complete"  by  the 
middle  of  this  year.  The  deal  constitutes  by 
far  Reckitt's  largest  acquisition  yet,  he 
adds.  The  buy  will  "very  nearly  double" 
the  group's  consumer  product  sales  in 
Continental  Europe. 

Reckitt  &  Colman  are  more  dependant 
than  any  other  research-based 
pharmaceutical  company  on  the  UK 
market  —  which  acounts  for  fully  half  their 
sales,  according  to  John  West.  This  makes 
them  particularly  vulnerable  to  changes  in 
the  UK  operating  climate. 

Despite  these  problems,  directors  still 
credit  the  pharmaceuticals  division  with 
satisfactory  progress,  in  both  home  and 
export  markets. 

Sir  James  Cleminson,  Reckitt's 
chairman  and  also  president  of  the 
confederation  of  British  Industry,  took  a 
large  salary  cut  in  1984,  with  his  total 
remuneration  falling  from  £86,556  in  1983 
to  just  £37,690.  The  change  coincides  with 
his  reaching  the  company's  normal 
retirement  age  of  62. 


Efficient? 

Are  you  proud  of  the  efficiency  with 
which  you  run  your  business? 

If  so,  why  not  enter  the  Association  of 
British  Chambers  of  Commerce's  national 
small  business  efficiency  awards? 

Run  in  conjunction  with  British 
Telecom,  the  awards  are  open  to 
companies  employing  fewer  than  25 
employees.  A  total  of  £60,000  is  offered  in 
prizes,  and  entry  forms  can  be  obtained 
from  ABCC  at  Soveriegn  House,  212a 
Shaftesbury  Avenue,  London  WC2H. 


Proctor  &  Gamble's  famous  moon 
and  stars  trademark  could  be  going 
into  a  permanent  eclipse. 

Rumours  among  fundamentalist 
Christian  groups  in  the  States  that  the  logo 
is  a  Satanic  symbol  have  led  the  parent 
company  in  Cincinnati  to  drop  the 
trademark  from  products,  and  P&G  in  the 
UK  say  they  will  "probably  follow  suit." 
But  P&G  stress  the  symbol  will  continue  to 
be  used  as  a  company  logo. 

The  trademark  was  in  use  over  a 
century  before  anonymous  callers  in 
America  started  seeing  dark  symbols  of 
devil  worship  in  the  logo's  13  stars  and  in 
the  "666"  curls  in  the  man-in-the-moon's 
beard.  P&G  say  the  stars  simply  represent 
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Court  of  Appeal  ruling 
may  hit  patent 


A  Court  of  Appeal  ruling  in  a  drug 
patent  case  last  week  could  mean 
trouble  for  the  owners  of  tens  of 
thousands  of  patents. 

Three  appeal  judges  unanimously 
dismissed  an  appeal  by  a  Dutch  drug 
company  which  wants  to  compete  in  the 
UK  market  with  the  Beecham  Group  in 
sales  of  a  patented  best-selling  antibiotic. 

But  in  dismissing  the  appeal  by  Gist- 
Brocades  NV  and  its  UK  subsidiary,  two  of 
the  three  judges  made  a  ruling  on  a 
secondary  point  which  could  cut  the 
effective  monopoly  position  of  many 
patent  holders  by  as  much  as  a  year. 

The  dispute  between  Beecham  and  the 
Dutch  company  is  over  amoxycillin,  a 
best-selling  antibiotic  for  treating 
bronchitis.  Under  present  patent  law, 
Beecham's  16-year  monopoly  is  due  to 
expire  on  August  19.  Its  patent  then 
becomes  subject  to  "licences  as  of  right" 
for  a  further  four-year  term. 

But  the  court  has  been  told  that  in 
cases  of  dispute  between  patent  holder 
and  potential  licensee,  the  machinery  to 
resolve  the  dispute  and  settle  terms  of 
licence  can  take  up  to  a  year. 

The  Dutch  company,  which  makes  and 
sells  amoxycillin  in  Holland,  wanted  to  get 
on  the  UK  market  before  the  next 
"bronchitis  season"  next  Winter.  After 


failing  to  agree  terms  with  Beecham,  the 
company  asked  the  Comptroller-General 
of  Patents  and  Trademarks  to  begin 
settlement  proceedings  straight  away. 

The  Comptroller  refused,  saying  that 
he  could  not  begin  until  August  20,  the 
first  day  of  the  seventeenth  year. 

An  application  by  the  Dutch  company 
for  an  order  against  the  Comptroller- 
General  was  refused  by  Mr  Justice 
Falconer  on  March  15  and  on  Wednesday 
Sir  John  Donaldson  (Master  of  the  Rolls), 
sitting  with  Lord  Justice  Stephen  Brown 
and  Mr  Justice  Glidewell,  dismissed  an 
appeal  against  his  decision. 

But  Sir  John  and  Lord  Justice  Stephen 
Brown  ruled  that  a  licence  would  take 
effect  as  soon  as  it  is  applied  for,  although 
no  application  could  be  made  before  the 
date  on  which  the  patent  becomes  subject 
to  "licence  as  of  right"  —  even  though  the 
full  terms  might  still  have  to  be  settled. 

Following  further  argument  on 
Thursday,  the  Court  granted  Gist- 
Brocades,  a  declaration  that  a  "licence  as 
of  right"  takes  effect  from  the  date  of 
application  any  time  after  the  beginning  of 
the  17th  year  of  Beecham's  patent  on 
amoxycillin. 

Both  sides  were  given  leave  to  appeal 
to  the  House  of  Lords.  The  Court  left  open 
the  question  of  whether  the  licence  would 
inevitably  cover  imports. 


National  data  link  goes  national 

exchange  will  have  access  to  each  others 
computers,  and  there  is  no  data 
interpretation  by  the  network.  So  far  the 
service  has  been  used  primarily  for 
invoices  and  delivery  notes,  but  ordering 
and  remittance  advice  are  the  next  step. 

A  once-only  fee  of  £2,500  is  required 
of  Tradanet  users,  but  ICL  will  fund  the 
service  mainly  from  a  volume  charge  of 
1.3-2.5p  per  1,000  characters  transmitted. 
It  is  anticipated  that  in  a  year  or  so  the 
service  may  be  extended  to  smaller  traders 
—  such  as  independent  retailers  with 
microcomputers  —  perhaps  using 
viewdata  transmission. 
[J  It  would  cost  Boots  over  £40m  to 
replace  all  cash  registers  with  bar  code 
readers  and  in-store  computers,  John 
Berry,  the  company's  director  of  systems 
and  administration,  told  an  ANA 
conference  recently.  Among  coding 
problems  yet  to  be  solved  were  application 
to  small  items  such  as  lipsticks  where  even 
the  "short  code"  was  too  big. 


Tradanet.  the  electronic  network  for 
exchange  of  data  between 
suppliers  and  customers,  went 
national  on  Tuesday  with  the 
signing  of  a  five-year  contract 
between  the  Article  Number 
Association  and  ICL. 

The  move  follows  ANA's  establishment 
of  Tradacoms  communications  standards 
in  1982,  and  a  successful  trial  of  the 
network  by  seven  major  companies  — 
including  Boots  and  Reckitt  &  Colman  — 
which  began  in  July  last  year.  Already 
some  150  companies  are  using  Tradacoms 
for  data  exchange  using  magnetic  tape, 
but  the  new  network  will  permit 
communications  via  BT's  telephone  and 
data  systems.  One  of  its  vital  functions  is  to 
allow  traders'  computers  to  "talk  to  each 
other"  by  overcoming  protocol 
differences. 

Data  security  is  assured  because  only 
parties  who  have  agreed  to  mutual 
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Small  firms  Minister  David  Trippier  — 
lately  given  additional  responsibility  for 
waste  —  gets  to  grips  with  the  new 
technology,  courtesy  of  MIDAS,  a  new 
management  accounting  company.  Mr 
Trippier,  shown  round  by  the  company's 
Thomas  Ghazi,  was  in  Manchester  to  open 
MIDAS's  new  offices 


Wellcome  honour 
disabled  runner 

The  Wellcome  Foundation  and  the 
Terry  Fox  Medical  Research 
Foundation,  a  Canadian  charity, 
are  establishing  a  £18m  research 
centre  in  Vancouver. 

The  centre  will  concentrate  initially  on 
biologically  active  proteins  effective  in  the 
treatment  of  cancer,  especially 
lymphokines,  interferons  and  monoclonal 
antibodies. 

The  development  will  involve 
cooperation  from  the  University  of  British 
Columbia,  the  BC  Cancer  Control 
Agency,  and  the  BC  Development 
Corporation. 

"Never  before  have  so  many_  parties 
agreed  to  collaborate  from  the  very 
beginning  in  such  a  venture,"  said  Mr  Bill 
Castell,  managing  director  of  Wellcome 
Biotechnology. 

A  scientific  director  for  the  centre  will 
be  appointed  within  the  next  six  months, 
he  said. 

The  Terry  Fox  Medical  Research 
Foundation  is  a  registered  charity  formed 
m  memory  of  the  man  who  attempted  to 
run  coast-to-coast  across  Canada,  after  the 
amputation  of  a  leg  because  of  cancer. 

■  The  Society  of  Cosmetic  Scientists  and 
International  Federation  of  Societies  of 
Cosmetic  Chemists  have  moved  to 
Delaport  House,  57  Guildford  Street, 
Luton,  Bedfordshire  LU1  2NL  (tel  0582 
26661,  telex  826314). 
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BUSINESS  NEWS: 


EVENT, 


Help  for  shops 
on  computers 


Help  for  retailers  thinking  of 
investing  in  new  technology  is 
available  from  the  Distributive 
Trades  Economic  Development 
Council. 

The  council  has  produced  an 
information  pack  drawing  on  the 
experience  of  small  and  medium-sized 
businesses  in  the  distributive  trades.  It 
gives  a  series  of  case  studies  on  individual 
firms  in  eight  retail  sectors. 

Pharmacy  is  represented  by  two  studies 
—  one  on  Wallace  Clark  Ltd  (now  Selles 
Dispensing  Chemists),  written  by  Roger 
King  who  pioneered  the  first  UK 
pharmacy  POS  system  and  is  a  member  of 
the  Society's  working  party  on  computers 
in  community  pharmacy. 

The  other  study  covers  Westlake 
Chemists,  and  is  contributed  by  managing 
director  Anthony  Paine. 

The  pack  also  provides  basic 
information  on  the  general  benefits  of  new 
technology,  with  details  of  where  to  go  for 


advice,  financial  help  and  training. 

The  pack  (price  £4.00)  is  available 
from  National  Economic  Development 
Office  Books  Millbank  Tower,  Millbank, 
London  SW1. 


Company  surgery 
by  Glaxo 

Glaxo  are  to  sell  Eschman  Bros,  the 
company's  surgical  products  and 
hospital  equipment  offshoot  to 
Smiths  Industries. 

Smiths,  who  began  life  as  a  motor 
component  manufacturer,  have  been 
becoming  increasingly  involved  with 
surgical  supplies  over  the  past  few  years. 
The  company  bought  Downs  Surgical  in 
an  £llm  deal  in  March  last  year. 

Glaxo  point  out  that  Eschman's 
operation  bears  very  little  relation  to  their 
main  pharmaceuticals  business. 
Eschman's  future,  and  that  of  its  620 
employees  will  be  better  served  as  part  of  a 
company  with  a  growing  interest  in  their 
markets,  they  say.  The  deal  should  be 
completed  in  June. 


iclassifie: 


Wednesday,  May  8 

Isle  of  Wight  Branch.  Pharmaceutical  Society,  postgraduate 
medical  centre,  at  7  30pm  DrW  E  Court,  FPS,  on  "Dental 
Remedies  —  an  historical  account". 

Thursday,  May  9 

Wirral  Branch,  Pharmaceutical  Society,  Wirral  postgraduate 
medical  centre,  committee  room,  at  8pm.  A  joint  meeting  with 
the  Liverpool  Branch  to  discuss  branch  resolutions 

Advance  information 

Young  Pharmacists  Group,  Pharmaceutical  Society  of 
Northern  Ireland,  73  University  Street,  Bellast  BT7  1HL,  May 
14.  First  annual  meeting  Buffet  at  7pm. 
Retail  Software  Forum,  Novotel,  London,  May  15-17.  A 
seminar  and  exhibition  to  help  retailers  assess  and  choose 
software  in  a  cost  effective  way  The  exhibition  is  free  for 
management  from  retail,  distribution  and  related  companies 
Further  information  from  RMDP,  61  Ship  Street,  Brighton, 
Sussex  BN1  1AE  (tel  0273  722687) 

South  Western  Regional  Health  Authority,  Lyngford  House, 
Taunton,  May  15-16  Courses  for  pre-registration  pharmacy 
graduates  on 'Counter  Prescribing' by  Mr  D  R  Forbes  Further 
information  from  district  pharmaceutical  officer  or  Mrs  L 
Thompson,  staff  pharmacist,  c/o  regional  pharmaceutical 
olficer's  department,  King  Square  House,  26  King  Square, 
Bristol  BS2  8EF  (tel  0272  423271  ext  309) 

Afro  Hair  8t  Beauty  '85,  Wembley  Conference  Centre,  London, 
June  1-2.  International  exhibition  for  black  hair  and  cosmetics 
industry  Entrance  lee  is  14  lor  the  public,  £2  lor  students,  Oap's 
and  children  under  16  Information  from  Jane  Hammond, 
Trident  PR,  19  Parkstead  Road,  London  (tel  01-878  9344). 
Leeds  Course  in  Clinical  Nutrition,  University  ol  Leeds, 
Clinical  Sciences  Building,  St  James'  University  Hospital, 
Leeds,  September  3-6  Fee  is  £75  lor  NHS  employees  and 
academic  stafl,  £125  for  non-NHS  employees  Accommodation 
is  available  at  £13  per  night  in  the  Trinity  and  All  Saints 
College,  Horsforth  Applications  and  further  information  from 
T  D  Bilham,  director  of  continuing  education,  The  University, 
Leeds  LS2  9JT  (tel  0532  435036). 
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Chemist  &  Druggist, 
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Appointments 


Announcements 


Business 
Opportunities 


Shopfitting 


BUYER 

Experienced  in 
pharmaceuticals 


Required  for 
progressive  private 
company  in  the 
Harrow  area.  Salary 
negotiable. 

Telephone: 

01-422  1303 

Mr  Brian  or  Mr  Jeffery 


VAT  WILL 
NOW  BE 
CHARGED 
AT  THE 
STANDARD 
RATE 
ill  ILL 

ADVERTISEMENTS 


STEP  UP- 


FASHION  JEWELLERY 


EXTRA  5ALE5  FOR  YOU  WITH  HIGH 
MARGIM5  AMD  5TOCKTURN! 
STEP-UP  —  Thecomplete  package  deal  for 
fashion  jewellery. 


•  Latest  designs  and  fashion  colours 

•  Pre-priced  stock 

•  Unique  display  system 

•  Free  installation  81  merchandising 

•  Unique  stock  control/refill  system 

•  Constant  change  and  variety 


FASH I0n  JEWELLERY  5ALE5 
MANAGED  FOR  YOU! 

Full  colour  details:  Retail  Concepts, 
33-37  St.  Mary's  Rd..  Market  Harborough. 
Leics.  Tel:  0858  64363 


DETROIT 
DISPLAY 
SHELVING 


A  new  pharmacy  can 
b*  your*  for  £18  33 
par  wash  llaaas  ratal 
fitted  fraa 


Recommended  by 

INUMARK 


K  M  WOODFORD  &  CO  LTD 
Ring  Now  0202  36272 
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Shopfitting 


LEXDRUM 


0626  834077 

WE  PROVIDE  A  PROFESSIONAL 
SHOPFITTING  SERVICE  FOR  THE 
RETAIL  PHARMACY 

LEXDRUM  STOREFITTERS 
pple  Rd,  Bovey  Tracey,  Devon. 

0626  834077 


SHOPKIT.  Amazingly,  Shopkit  costs  less  today  than  it 
did  in  1978! 

Send  us  a  drawing  or  sketch  for  a  "Return  of  Post" 
quotation  and  see  how  SHOPKIT  can  save  a  retailer  as 
much  as  £3,000  on  a  complete  refit. 

Telephone  anytime  (24  hour  service)  or  write  for  prices  and 
brochures. 

SHOPKIT,  50,  Ivatt  Way,  Westwood  Industrial  Estate, 
Peterborough.  PE3  7PN.  Phone:  (0733)265263. 


f  Lux  Li 

l      REFITS,  N 
ELECTR 


SHOPFITTERS  FOR 
1 1  IKS  THE  PHARMACY 

REFITS,  NEW  INSTALLATIONS,  CEILINGS,  SHOPFRONTS 
ELECTRICAL,  FINANCE.  NPA  &  NUMARK  APPROVED 
SO  CONTACT  US  NOW. 

LUXLINE  LTD 

8  COMMERCE  WAY,  LEIGHTON  BUZZARD,  BEDS 


TEL:  0525  381356 


Stock  for  Sale 


•  MAX  FACTOR  •  ARAMIS  • 


N  ONE  OF  THE  WEST  COUNTRY'S 
E      LEADING  SUPPLIERS  OF 
COSMETICS  PERFUMES  & 
ACCESSORIES 

•  ALL  LEADING  BRANDS 
•  DELIVERY  SERVICE 


BRISTOL  650834 

619  FISHPONDS  ROAD,  BRISTOL  (JUST  OFF  M32) 

ESTEE  LAUDER  •  OUTDOOR  GIRL 


Stock  for  Sale 


PRODUCTS  BY 


===  Kodak 


KODAK  FILMS 


75%  DISCOUNT  OFF  TRADE  ON 
CL110-24/CP135-24/CP135-36 

and  rest  of  the  range  12  Vi  % 

Discount  off  trade. 
Plus  a  wide  range  of  branded 
perfumes,  toiletries  and  sundries 
available. 

Contact:  D.M.  WHOLESALE 
SUPPLIES  LTD.,  203  EAST  LANE, 
NORTH  WEMBLEY,  MIDDX. 

TEL:  01-904  9920/3394 

for  our  current  price  list. 


Open  9am-6pm  M0N-SAT 
LATE  NIGHTS  WEDS  &  THURS 
TO  Spun. 
10am-2pm  SUNDAYS 


JUST 

PERFUMES 

457B  ALEXANDRA 
AVENUE,  HARROW, 
MIDDX  HA2  9RY 
TEL:  01-866  4563, 
01-868  0100 

Largest  selection  of 
branded  perfumes  in 
the  UK.  Nationwide 
delivery  service,  callers 
welcome. 

Open:  —  Mon-Fri 
9.00am-6.00pm 

Sun  10.00am 
2.00pm 


ONE-SIZE  TIGHTS 

from  £3. 1 5  doz.  plus  VAT.  Childs  Ribbed  tights  from 
£4.66  doz  Tax  Free.  Min.  order  10  doz.  overall.  CWO. 
Carriage  free.  Full  price  list  with  other  lines. 

E  &  R  KAYE 

16/18  New  Bridge  Street,  London  EC4. 
Est.  40  years. 


Labels 


SELF  ADHESIVE 


lfiT:T=  Vl 


IN  REELS  AND  SHEETS 

Printed  in  up  to  four  colours 
Optional  overlaminating 
All  materials  and  adhesives 

LAST  BROS.  (Printers)  LTD. 

DELAWARE  ROAD.  CHESHUNT, 
HERTS 

Tel:  (0992)  38283 


Professional 
Prescription 
Computer  Labelling 


INTERESTED  IN 
ADVERTISING  IN  C&D? 
TEL:  0732  364422  Ext.  272 


0RALABEL 


Orange  Computers  Ltd 
Ruskin  Chambers,  Drury  Lane, 
Knutsford,  Cheshire  WA166HA. 
Tel:  0565  53417 

NEW  HIGH  SPEED  SYSTEM 
£897.50 

•  Epson  HX-20  Micro 

•  Buffered  RX-80  Printer 

•  Enhanced  program 

•  Option  of  wholesaler  Link-up 

Oralabel  Program  (Only) 

•  For  existing  HX-20  users 


BASIC  SYSTEM 
STILL  ONLY  £625 


RECOMMENDED 
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Professional  Prescription 
Computer  Labelling 


Don't  throw  it  away 

Do  you  have  a  labeller  that:- 


*  Is  too  slow? 

*  Doesn't  have  the  capacity  you  want? 

*  Doesn't  allow  for  changes  in  labelling 
regulations? 

+  Can't  cope  with  new  drugs  and  cautions? 

*  Keeps  breaking  down? 


*  Gets  no  maintenance  back-up  or 
software  updates  because  the  supplier 
has  gone  bust? 

+  Won't  let  you  change  anything? 

*  Was  claimed  to  be  THE  BEST',  and 
wasn't? 


Due  to  our  wide  contacts  both  in  pharmacy  and  the  computer  world,  we  can  now  offer  allowances  of  up 
to  £5CX)  for  your  existing  equipment  (including  certain  typewriters).  If  you  are  interested  in  a  Richardson 
BBC  system,  please  'phone  us,  tell  us  what  system  you've  got  and  we  will  arrange  a  quotation. 


John  Dichardion  Computers  ltd 


Rescue 


JOHN  RICHARDSON  COMPUTERS  LTD  V01  N?A  Approved 

Unit  337,  Walton  Summit,  Bamber  Bndge,  Preston,  Lanes  PR5  8AR.    Tel:  0772  323763  Scheme 

List  Prices  (UK  Mainland  only):  Electron  £995  BBC  Cassette  from  £1295  BBC  Disc  from  £1 795  10%  rebate  to  NPA  members  Lease  purchase  terms  available  "^^Z^^^ 

It  may  be  worth  something 


1 

r?Knrznr^imri 


N.P.A.  RECOMMENDED 


STOP  PRESS 


Business  Opportunities 


THE  COMPUTER  LABELLING  COMPANY  THAT  GIVES  YOU.. 


The  superb  budget  priced  'SYSTEM  500'  at  only 
£650.00 

The  highly  acclaimed,  top  of  the  range  'SYSTEM 
700' at  £895.00 

14  day  free  trial  or  demonstration  (with  no 
obligation) 

First  rate  after  sales  service 
Label  printing  service  from  Park  Printing 
'All  prices  are  exclusive  of  VAT.  and  include  N.PA  1 0% 
rebate 

All  systems  are  N.PA  recommended  and  backed  by  Park 
Systems  optional  24hr  service  contract. 


Contact  David  Coleman, 
or  Mike  Sprince,  M.P.S. 
PARK  SYSTEMS  LTD. 
17-19  Gascoyne  Street, 
Liverpool  L3  6BS. 
Telephone: 
051-236  9438 


Price  Labels 


PRICE  LABEL  PROMISE 

WE  WILL  NOT  BE 
UNDERSOLD 


We  offer  quality  lables  for  METO 

price  guns,  at  lowest  prices.  We  also 
offer  first  class  delivery  and  repairs. 
Send  for  details  to:  —  (No  stamp 
required) 

Low  Price  Label  Co. 

Freepost,  Dept  CD, 
88,  Southbourne  Grove, 
Westcliff-on-Sea,  Essex  5SO  3BR. 
or  Telephone:  0702-333761 


TOM  L  YDON 


PRODUCTS 
WANTED 


We  are  an  Australian  company 
marketing  to  chemists  on  a  National 
basis. 

Our  company  wish  to  source  UK 
products  of  all  types  suitable  for  sale 
through  chemists  in  Australia. 

If  interested,  please  send  samples  and 
relevant  details  including  C.I.F.  costs 
to 

Mr  Craig  Turner, 
General  Manager, 

44A  Winterton  Road,  CLAYTON,  3168 
.VICTORIA,  AUSTRALIA. 
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PEOPLE 


SDP  pharmacist 
on  the  stump 


Westminster  Hospital's  principal 
pharmacist  may  be  paying  closer 
than  average  attention  to  this 
week's  local  election  results.  He's 
the  SDP  candidate  for  the  Oldf ield 
Ward  in  Maidenhead,  Berkshire. 

"The  party  asked  me  to  stand  and  I 
thought  I  could  do  some  good,"  said 
Jeremy  Hyde,  making  his  election  debut. 

The  Conservatives  hold  the  seat  and 
that's  the  way  it's  likely  to  stay,"  said  Mr 
Hyde.  "According  to  the  canvas  returns, 
we're  about  10  per  cent  behind  the 
Conservatives."  Still,  he  reckons  he 
should  improve  on  the  SDP's  third  place  in 
last  year's  by-election. 

Mr  Hyde  says  he's  done  quite  a  bit  of 
canvassing  before,  though  he  has  few 
complaints  about  the  reaction  he  gets  on 
the  door-step:  "Most  people  are  very 
polite.  Generally,  I'm  surprised  how 
pleasant  people  are." 

Mr  Hyde  has  taken  two  weeks  off  work 
to  devote  himself  to  the  campaign  and  has 
also  been  helped  out  by  his  wife, 
Margaret.  Mrs  Hyde  is  also  a  pharmacist, 
working  as  a  retail  locum. 

They  both  qualified  at  The  Square, 
where  Mr  Hyde  went  on  to  do  a  Ph. D  and 
was  president  of  the  University  of  London 
(students)  Union. 

Whatever  the  result,  at  least  he  can 
take  comfort  from  the  fact  that  he's  already 
made  the  Guardian  and  TV-am  —  thanks 


Arthur  Trotman  (left)  is  presented  with  a  Wilkinson's  Sword  by  the  company's  Malcolm  Niven 
at  the  Numark  Palma  Convention  to  mark  his  recent  retirement  as  managing  director  of 
Independent  Chemists  Marketing  Ltd.  Looking  on  is  Mrs  Lucy  Trotman 


to  a  printer's  error. 

Some  local  residents  received  two 
leaflets  from  Mr  Hyde,  both  listing  an 
identical  programme  of  action  but  with  a 
different  picture.  In  one,  he  is  chirpy- 
looking,  mid-thirties,  and  bearded;  in  the 
other,  he  is  46-ish,  balding,  with,  says  the 
Guardian,  a  shiny  nose. 

My  Hyde  says  he  looks  most  like 
picture  number  one.  Sadly,  the  chap  in 
the  second  picture  isn't  called  Jekyll.  It's  a 
Mr  Jim  Bragg,  an  SDP  candidate  in  a 
neighbouring  ward. 


'appointments: 


Rentokillers 

Rentokil  have  restructured  their  sales  team 
with  the  appointment  of  Ralph  lones  as 
head  of  the  consumer  products  division. 

Brian  Willet  becomes  general  sales 
manager.  He  joined  the  company  last 
year,  and  his  experience  includes  a  spell 
with  Fisons  Pharmaceuticals.  John  Clarke 
and  Paul  Stage  become  national  account 
managers. 

Food  Brokers  Consultant  &  Marketing 
Services  Ltd:  Sara  Sorby  becomes 
product  development  director.  She  has 
been  with  Food  brokers  for  two  years  and 
was  previously  senior  marketing  manager 
for  chemist  products. 


The  Retail  Consortium:  Christopher 
Benson  has  been  appointed  director  of  the 
Distribution  Trades  Open  Learning 
Project.  Mr  Benson  was  general  secretary 
and  director  of  education  for  the 
Institution  of  Works  Managers  for  ten 
years. 

Addis  Ltd:  Sales  director  Bill  Robinson 
has  been  appointed  president  of  the  British 
Hardware  and  Housewares  Manufacturers 
Association.  Mr  Robinson  has  been  with 
Addis  for  30  years. 
Seton  Group  of  Companies:  David 
Barratt  has  been  appointed  group 
marketing  director  with  responsibility  for 
prescription  lines,  OTC  products  and 
Prosport.  He  joins  from  Kendall  UK  where 
he  was  marketing  director  for  the  hospital 
products  division. 


Stand  against 
the  odds 


Election  confidence  isn't  exactly 
riding  high  among  the  profession. 

Edward  Rowland  of  Haywards  Heath, 
Sussex,  is  another  pharmacist  who  doesn't 
expect  to  win  his  seat  in  this  week's  local 
elections. 

Mr  Rowland,  who  owns  two 
pharmacies  in  the  town,  is  the 
Conservative  candidate  for  a  local  council 
seat  in  the  Ashenground  ward. 

The  existing  member,  who  has  just 
resigned,  is  also  a  Conservative,  but  Mr 
Rowland  doubts  he'll  be  taking  his  place. 

Last  year,  in  the  other  seat  in  the  ward, 
says  Mr  Rowland,  the  Alliance  beat  the 
Tories  by  300  votes. 

Mr  Rowland  is  actually  an  emergency 
candidate,  chosen  at  the  last  minute  to 
fight  the  seat. 

He  stood  himself  in  a  neighbouring 
ward  last  year. . .  .and  lost. 

Though,  he's  been  a  Conservative 
supporter  for  years,  Mr  Rowland  says  this 
is  the  first  time  he's  got  so  involved. 

■  The  winners  of  the  Jovan  "Dirty 
Weekend"  competition,  run  in  the  January 
19  issue  of  C&D  was  A.J.  McDermott  of 
Mid  Glamorgan.  The  correct  answers  as 
judged  were: 
1.B2.D3.A4.C 
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need  another 

copy? 


CHEMIST* 


PRICE  LIST 


The  tonic  to  give  relief 
from  life's  little 
ops  and  downs 

I...,r.u!al,-.l 


Recommend 

LABITOH 

Jtmfl  A  Vltnmin  ton  n. 

the  pleasant  way  to 
ease  life's  little  problems 

© 


Subscribers  who  require 
a  second  copy  of  each 
issue  of  the  Chemist  b 
Druggist  Price  List  (not 
the  weekly  cumulative 
amendments)  may  order 
this  as  additional  to  the 
copy  supplied  as  part  of 
the  annual  subscription. 
The  cost  of  this  second 
copy,  sent  to  the  same 
address  as  the  weekly 
journal,  is  £25.00  per 
annum. 


Product  of 
the  month 


If  you  wish  to  order  an 
extra  copy,  please  complete 
and  return  the  order  form 
below.  If  an  additional  copy 
of  the  Price  List  is  required  at 
a  separate  address,  this  will 
be  supplied  on  the  basis  of  a 
full  subscription  including 
weekly  cumulative  price 
amendments  and  the  news 
weekly,  the  charge  for 
which  is  £53.00  per  annum. 


The  tonic  to  give  relief 
from  life's  little 
ups  and  downs 

)  55  u 


Recommend 

LABiTON 

Roll  ft  Vitamin  tonic 

the  pleasant  way  to 
ease  life's  little  problems 


yes 


please  supply  an  additional  copy 
of  each  issue  of  Chemist  & 
Druggist  Price  List  and  mail  this 
to  the  following  address: 


Name 


Company 


Address 


Signature 


Date 


N  B  Your  subscription  to  CHEMIST  &  DRUGGIST  is  probably  allowable 
as  a  trading  expense  for  taxation  purposes  —  ask  your  accountant  or 
tax  inspector 
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Benn  Publications  Ltd.  Sovereign  Way,  Tonbridge.  Kent  TN9  1 RW 


42  Soft  Capsules  46g 


F  GURE 
TRIM'S 


Sterculio  -  Apple  Pectin  -  Kelp 
—  Phenylalanine  —  Vitamin  . 
Boldo  Extract  -  Juniper  Oil  -  Potassium 

In  a  Safflower  Oil, 
Lecithin  &  Soya  Oil  Base 


j  I    A  1 4  day  course  for  slimmers    1 1 


Helps  you  control  your  eating 
and  slim  more  easily 


Food  Supplement  Company 


The  special 
combination  of 
ingredients  in  FSC 
Figure  Trim  8  have 
been  researched 
and  chosen  with 
great  care  to  provide 
a  balanced  and 
miore  wholistic 
approach  to 
slimming  than  ever 
before 

FIGURE  TRIM  8  is 
available  from  your 
local  Health  Food 
Store  or  Chemist  or 


from 

Health&DietFoodCoitd 


 HALAS  

Pharmaceuticals 

The  pick  of  the 
contract  manufacturers 

When  you  choose  Halas  you  can  be  assured  that  your 
product  will  be  handled  with  the  utmost  care  and  interest. 
So  contact  us  for  'own  label'  and  'own  product' 
manufacture.  We  offer  the  highest  standards  and  a 
complete  confidential  service. 

po*derS 
creams 


All  enquiries  please  to  Mrs  Joan  Stubley 
Halas  Pharmaceuticals  Ltd, 

Thorp  Arch  Trading  Estate,  Wetherby,  Yorkshire 
Tel:  Boston  Spa  (0937)  842695 

A  wholly  owned  subsidiary  of  William  Ransom  &  Son  pic 
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The  launch  of  the  new  Kenwood  Spring 
ThereJs  nothing  on  earth  to  touch  it. 


When  it  comes  to  making  money,  the  new 
Kenwood  Spring  (Model  A255)  is  out  of  this  world. 
It's  the  only  fizzy  drinksmaker  that  makes  glass  after 
glass  of  different  flavoured  fizzy  drinks  from  just  one 
fill.  And  it's  the  fizziest  drinksmaker  on  the  market. 

The  Kenwood  Spring  uses  the  standard  250gm 
gas  cylinder  (enough  for  20  litres  or  100  drinks).  Yet 
there's  nothing  standard  about  its  capacity  to  make 
fizzy  drinks.  It  can  hold  1.25  litres  of  water  -  enough 
to  make  five  large  (0.25  litre)  glasses  of  fizzy  drink. 
And  because  it  dispenses  straight  from  the  machine, 
it  dispenses  with  the  need  to  use  bottles,  too. 

To  make  sure  everyone's  bubbling  over  with 
the  good  news,  we're  backing  everything  with  a 
memorable  national  TV  campaign  featuring  these 
exciting  space  creatures.  And  everything  will  be 
backed  up  by  full  colour  RO.S.  material. 

For  further  information  and  details  about 
Kenwood's  cosmic  new  fizzy  drinksmaker  telephone 


Andy  King  at  Kenwood  on  Havant  (0705)  486400. 
There's  simply  nothing  on  earth  to  touch  it. 

•  Stars  in  an  exciting,  national  TV  campaign. 

•  The  fastest  and  fizziest  drinksmaker  there  is 
on  the  market. 

•  Lots  of  different  fizzy  drinks  from  one  fill  (1.25 
litre  capacity). 

•  Dispenses  straight  into  the  glass. 

•  Simple  and  safe  to  operate. 

•  No  bottles. 

•  Exciting,  full  colour  consumer  leaflet. 

•  Full  colour  P.O.S.  material. 

KENWOOD 


THORN  EMI  KENWOOD  Small  Appliances  Ltd., 
New  Lane,  Havant,  Hants.  P09  2NH. 


